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OW you can concentrate on one Beacon’s leadership in its field re- 

line of shoes! The new Beacon mains unchallenged. Many new fea- 
Line, with the Imperial retailing at $5 tures have been added. Beacon fran- 
—the Custom at $4 and the Timely at chises are available in a limited num- 
$3, covers the entire popular price ber of desirable locations. The 
range with a complete stock of dress F. M. Hoyt Shoe Corporation, Man- 
oxfords, sports shoes and high shoes. chester, New Hampshire. 











UNITED SHOE MACHINERY CORPORATION || 








BOSTON, MASSACHUSETTS 
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A New “Low” 
for 100% Consumer 
Satisfaction 





"ie year you are scrutinizing the 
shoes you buy more closely than ever. So is your cus- 
tomer. They must be smart enough to satisfy—good 
enough to give lasting satisfaction—inexpensive enough 
to fit the new purse. 








When you have found this perfect combination, then you 
have found Pedigo-Lake shoes. 


To make a conservative prediction, YOUR stock will go 
up in the mind of your clientele the moment you make 
Pedigo-Lake shoes available to her at the present market 
quotation. 


Pedigo-Lake Shoe (. 


SAINT LOUIS, MISSOURI 


Distinctively Fine Footwear for Women 























COST NO MORE THAN THEY NEED TO—TO BE THE FINE SHOES THEY ARE 
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REG. U.S. sah OFF. 


ND now FRANK ASSO.- 


CIATES, manufacturers of 


shoe fabrics for many years, intro- 
duce to the shoe industry an 
entirely new fabric —’Sylphglo 
Mesh’. 


It is acknowledged by all style 
authorities that mesh will be very 
important for Spring Shoes and 
of course, Sylphglo Mesh is per- 
fect from the Style angle. 


However, in addition to its 


FRANK ASSO 


Charles C. Dailey, George J. Eberle, 
183 Essex St., 1709 Locust St., 
Boston, Mass. St. Louis, Mo. 


fashion appeal, Sylphglo Mesh, 
due to its unusual construction, 
is extremely durable. Sylphglo 
Mesh is made of Sylphrap, a re- 
generated cellulose that defies the 
usual damaging effects of water 


on all other meshes. 


Many merchants and many 
good manufacturers who have 
seen and tried Sylphglo are keenly 
Sylphglo Mesh is 


truly a very practical and revolu- 


enthusiastic. 


tionary shoe cloth. 

















I5 West 39 StNew 


New Address After Feb. 1, 1932 
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YLPHGLO MESH, the new 
durable and styleful fabric is 
used by the Premier Shoe Co. in 
the making of this beautiful model 
representative of Premiers Beautiful 


line of shoes. 


1A T€ J incorporaren 


tNew York City 


16 E. 34th St., New York City 
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McRee Smith, Canadian Leather Co., 
3274 North Oakland, 940 Inspector St., 
Milwaukee, Wis. ' Montreal, P. Q., Can. 








DOOOOOOOOOOOOOOOOOOOOOOOOOOE 
FACTS 


ABOUT POLLYANNA SHOES 


* 

First Corrective Juvenile Shoe 
RETAILING PROFITABLY 
at 
POPULAR PRICES 


$3 


$2.50 and up $4.00 
* 

Snug Fitting Ankle, Waist and Arch 
* 

Free Fitting Ball and Ample Toe Room 
* 


Cupped Innersole for Metatarsal Bones 
and Cupped Heel Seat 


* 


Special Steel Shank and High Moulded 
Counters 


* 


Built Up Heel to Prevent Ankles 
Turning 


* 


BUT MORE IMPORTANT THAN ANY 

OF THE ABOVE IS A SPECIAL PAT- 

ENTED FEATURE OBTAINABLE 
ONLY IN POLYANNA SHOES 


“THE AIRY ARCH” 


This feature relieves excessive per- 
spiration, keeps the feet fresh and 
healthy and helps to prevent the growth 
of skin disease and infection. This one 
feature alone makes Pollyanna Health 
Shoes outstanding in the field of Ju- 
venile Corrective or Health Shoes. 


* 


Foot Health is obtainable only through 

properly fitted shoes. You can fit your 

customers with their proper size and 

width in Pollyanna Shoes, as they are 

made and stocked in a complete range 

of normal sizes and widths, as well as 
an attractive variety of patterns. 





An “Airy Arch” in 
every Pollyanna 
Shoe 








006) 





FROM KINDERGARTEN TO COLLEGE 
KEEP THE GROWING FEET HEALTHY 


Me S Waser Soe Co. 


BOOOOOOOOOOOOOOOOOOOOOOOOOoES 


A 10.1% INCREASE 
IN THE LAST HALF OF 
1931 


* 
This account placed a first 
order for POLLYANNA SHOES 

















on March 7th— 650 pairs 
* 
Reorders through June 
ET rae: 1924 pairs 
* 
July 1 23 
July 29 173 196 
Aug. 18 138 
Aug. 26 3] 
Aug. 27 528 697 
Sept. 2 Fo 
Sept. 2 
EAL Baas) Sept. 4 10 
A SHOES Sept. 9 
Sept. 14 ] 
Sept. 16 386 
Sept. 21 1 638 
Oct. 2 1 
Infants’ 5-8 Childs’ 844-11 Oct. 6 305 
Misses’ 114-2 ot 4 vas 
All three runs AA-D Oct. 23 ee. 476 
Nov. 2 | 
Growing Girls’ — bai 
248 AAA-D Nov. 19 499 
Dec. 7 322 
——— Dec. 21 2 
Pre. Dec. 23 2 
Dec. 30 2 328 


* 
Total purchases for 1931— 
3408 pairs 


An increase in sales for the last half 

of 1931 over the first half—10.1% in 

spite of the general adverse conditions 
that existed. 


A stock turn-over _ 10 times a year. 


Here is a typical example of 
POLLYANNA STOCK SERVICE 
Order from this customer for 322 pairs 
received December 7 at 5 o'clock 
SHIPPED COMPLETE THE SAME DAY 
—no shortages—no substitutions. 









We will supply name of merchant to 
non-competitive stores on request. 





SHOES 






ANNVILLE, PENNSYLVANIA 


New York Office and In Stock Department 
196 Church Street 
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An “Airy Arch” in 
every Pollyanna 
Shoe 
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BANKER 
AA se E 
* 046 B Kid 
* 056 Black mia 
*$056 Black Kid 
Arch Support Insole 


~. 


COMBINATION 


oe 





* 060 B 
*$060 Black ack Hed Arch Support Insole 


* 080 Bleck Calf 
* 035 Tan Calf 





BROUWER 
RESEARCH 
No. 100 
AA to E 


ome Black Kid, Orthopedic Heel 
175 Brown Kid, Orthopedic Heel 
soi70 Black Kid, Arch Support Insole 


~, 


ORTHOPEDIC 
AA to E 


be * 070 Black Kid 
$070 Arch Support Innersole 


me 








STORM GUARD 


Ato E 
by Black Norwegian ot aye Sole 





019 Cordovan Calf Double ? 
073 Tan Calf Double Sole 
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 MUSEBECK 
Pouble-firch (Year Stmmight 
SHOE 


INE dress shoes 
with construc- 
tion features not 


found in any other 
line. Quality where 
quality belongs. 





Show your customers the Double-Arch Wear- 
Straight features and the high quality mate- 
rials in the best $7.50 shoe in America. 


Musebeck Shoes are now 
priced $4.50 for all kid and 


calf shoes and oxfords. 





All stock numbers prefixed with 
the letter S are made with arch 


support innersole as_ illustrated 


above. 

When ordering high shoes 
note: All oxfords that are 
marked with a star are also 
carried in stock in high shoes. 
Be sure to drop the figure 
naught from oxford number 
when ordering high shoes. 





Terms 2% 20 Days, 30 Days Net 


MUSEBECK 
SHOE COMPANY 


Danville, Illinois. 








= 
+ 





CUSTOM 
AAA to BE 


068 Black Cont 
067 Tan Calf 





WALL STREET 


AAAA to E 
014 Black Calf 
013 Tan Calf 


$014 Black Calf 
Arch Support Insole 





LA SALLE 
A to E 


018 Black Calf 
017 Tan Calf 





WALL STREET 


AAAA to E 
08 Black Calf 
07 Tan Calf 
05 Brown Kid 
06 Black Kid 

$04 Black Calf 


Arch Support Insole 





WALL STREET 
AA to E 


098 Tan Calf, Round Sole Edge, Cork Box 
099 Black Calf, Round Sole Edge, Cork Box 











SMART RETAILERS ARE PROFITING FROM ADVERTISEMENTS LIKE THIS 














Here’s Why Shoes 
Are Boosting 





y see THEY HAVE Dare, 


a m So 
ar® “ a ES “es 


y H 
These are wa fs 


Simply stunning shoes— 
perfect for golf... As you hesitate you notice the 
Darex Sole and . . . quickly the shoes are yours. It is 
simply impossible for smart women to resist shoes with 
Darex Soles... (They are so very different from 
leather or rubber soles . . . almost like a fine suede. 


In the shoe below the brown suede-like Darex sole and 
brown buck uppers harmonize marvelously) ... But 
there’s more than good looks to Darex. They are wa- 
terproof, for instance, and they are insulating. (Your 
feet are warm in winter and cool in summer.) They are 
slip-proof and very resilient. Light weight, too... Make 
sure that every outdoor shoe you buy has Darex Soles. 





Watson Shoes, Inc., Introduces The Braemore with Darex Soles 
A brown buck golf shoe with most interesting brown culf trim. In other combi- 
nations of leather and in various colors. A typical example of a line of unusually 
well-designed, high-styled shoes. f 


THESE STORES CARRY WATSON SHOES WITH DAREX SOLES 


Dealers’ names will appear in this space 


Darex Soles 


THE insuUuLATING SOLES 





"Sell good shoes," says Mr. Merchandising Ex- 
pert. "Poor shoes will wreck your business by 
destroying your profit and discouraging your 
customers." 


"Oh yeah," says Mr. Retailer. "How am | go- 
ing to sell good shoes to a price-mad cus- 
tomer?" 


"Get shoes with selling points," says Mr. Ex- 
pert. ''Find the shoes with real features to sell 
—and high quality to boot. Get the shoes that 
are different. Take advantage of the shoes that 
are really being merchandised—advertised to 
consumers. Stop being jealous of manufactur- 
ers' advertising that popularizes their shoes or 
the materials from which shoes are made. Grab 
the opportunity to promote shoes that are al- 
ready half sold to your customers. That way lies 


Profit—yes, PROFIT." 


Is Mr. Merchandising Expert right? Thousands 
of key retailers have found he is handing out 


sound advice. That's why shoes with Darex - 


Soles—backed by a powerful advertising-mer- 
chandising campaign — will be featured by 
leading retailers from coast to coast. 





Dewey and Almy 


Cambridge 
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With Darex Soles 
Retailers’ Sales 

























If you really want features that will boost sales 
—look these over. Only genuine Darex Soles ° 
possess them. 


1 Insulating—non-conductors of heat and 


cold 


- Lighter in weight than leather or rubber 
° I- a pair of shoes receives 
Permanently non-skid on any surface your vote right side up, turn them over and question 
li | their soles. Are they Darex — Yes or No? (They can’t 

Pliable ree : 
be almost Darex — or similar to, or just the same as. 


e 








Qui et Darex Soles are unique, unlike either leather or rubber 

soles. They resemble a fine suede.) There are many good 
things about Darex that you will be glad to hear. They 
are insulating, waterproof, slip-proof, light weight, 
flexible — warm in winter, cool in summer. Good 
looking shoes are better looking with Darex Soles. Com- 


e Smart—the Darex suede finish is a new fortable shoes are many times more comfortable. Make 
sure that every outdoor shoe you buy has Darex Soles. 


Extra resilient 


Waterproof 


oN O uw bP WO WN 


fashion keynote 
9. Available only on good shoes 
10. Nationally advertised 


Darex Soles are always trade-marked. Look for 
this trade-mark—your customers will! Remem- 








ber that our patents prevent the manufacture 


The Skipper with Darex Soles— A. G. Spalding & Bros. 


H | The ideal shoe for all outdoor sports — a perfect yachting shoe. Of white buck 

of substitutes that possess the important Darex with ‘lack calf saddle. There aaa ame abe the diisindbasende 
Ps without corners. The Skipper has non-skid waterproof Darex Soles. 

features. And remember that the unique Darex SPALDING STORES IN THE FOLLOWING CITIES CARRY THE SKIPPER WITH DAREX SOLES 


merchandising plan boosts sales for retailers 
and manufacturers who buy Darex Soles. Seeing teheenRietenntegm 


Darea Soles 


insutATInsG SOuES 





SIHL 417 SLNIWASILYSAGW WOUS ONILIZONd JUV SYFTIVIIN LUWWS 





T 


Chemical Company 








Mass. 
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Good News About Sandals 
) BALL-BAND Announces 
Thirty-One Numbers 
in the NEW line of 


Beach Sandals 


for the Street 
for the Resort 
for the Beach 


for Summer Outings 


Extracts from editorial in 
The Boot and Shoe Recorder, 
December 12, 1931. 


“Perhaps the lowly Sandal 
is the great symbol for the 
year to come. It has been 
growing apace. Sandal wear- 
ing is first an outdoor evi- 
dence of foot freedom. This 
is no whim of fashion to be 
swept out over night. It is a 
deep - seated expression of 
youth, of freedom and of 
leisure well spent.” 


“In the next ten weeks 
merchants of this country will 
make their preliminary selec- 
tions of Sandals for the com- 
ing year, and this picture of 
the new foot freedom is pre- 
liminary notice of possibilities 
of extra business and extra 
service in shoe stores every- 
where.” 


Crepe soles, fabric uppers in stripes and solid colors—some with 
13/8 wood heels covered to match uppers. Cross-Strap, T-Strap and 
Ring T-Strap Styles. Exceptionally fine examples of artistic design- 
ing and skilled workmanship at popular prices to assure volume sell- 
ing at a good profit. 


NO NO IO IO IO we LO ec Oc acc” ee eee 


Our salesmen are now showing samples—uwrite us, and we will arrange an early dis- 
play of the line. See the samples—then decide. 


Mishawaka Rubber & Woolen Mfg. Co. 
280 Water St., Mishawaka, Indiana 


New England and Greater New York dealers may address 
Dunham Bros. Co., Dept. A., Brattleboro, Vermont 


BALL-BAND 


Sandals, Tennis, Galoshes, Rubbers, Arctics, etc. (with the Red Ball Trade Mark) 








New-Day Styles with Old-Time Quality 
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Next Week 
You Will Find 


in “The Recorder” 


Recruiting for Foot Health Week 


Foot binding is at last forbidden in 
China but what about shoe suffrage in 
the good old U. S. A.? A new truth is 
dawning. Customers cannot afford 
shoes that do not fit. Many a store 
will learn to the tune of returns that 
where once a customer bought a shoe 
for its eye-appeal and suffered a 
twinge or two for “sweet fashion’s 
sake,” now that customer will return 
the shoes instanter. The shell of the 
shoe must be fitting-right; its pattern 
fashion-wise, and its material color- 
fully correct—or no money. Through 
fear of returns, no merchant will ven- 
ture in untested lasts and patterns, for 
a customer is a precious thing these 
days. The RECORDER has been con- 
sistently the one school house of shoe 
fitting, and we teach blunt truths in 
this issue. 

Also in this issue, the first announce- 
ment of Foot Health Week—April 17th 
to 23rd—and we start recruiting mer- 
chants everywhere to muster all the 
fitting sticks, to arouse national inter- 
est in specialized orthopedic-footwear 
service. 

Rubber footwear also comes in for 
serious consideration in an interesting 
two-page article on “Selling Rubbers in 
a Rush.” And news reports from two 
important regional conventions — be- 
sides many other features. All in all 
an issue you'll want to read—and re- 
read. 
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uardians 


Genuine Goodyear Welts plus the exclusive ad- 
vantages of a patented process of construction 


—that is why Pied Piper Shoes are Guardians 
of Little Feet. 








And the same qualities that protect juvenile 
foot health also guard your children’s business O 
against the inroads of competition. 


Pied Piper customers are loyal. They know 


that the health and comfort features found in w/ 
Pied Piper Shoes are exclusive—cannot be ob- . f 
tained in shoes made by any other process. l 4, Ve CC 


So they continue to buy from the dealer who 
features Pied Piper Shoes. 


You should know more about the wide price and style 

range—the efficient In-Stock service—the liberal selling 
cooperation. Write for complete catalog and for your copy 
of “How to Build a Profitable Children’s Shoe Business.” 


PIED 
PIPER 
SHOES 


WORLD'S GREATEST HEALTH SHOES FOR CHILDREN 


Maiathon Shoe Coy 


WAUSAU, WISCONSIN 
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The VOICE of the TRADE 


Prcetinn association 
comes of age! The National Re- 
tail Dry Goods Association will 
celebrate its twenty-first annual 
convention at the Hotel Pennsyl- 
vania in New York City—Febru- 
ary Ist to 5th. And to prove the 
sistership of associations, its presi- 
dent, D. F. Kelly and his friend, 
Sen. J. Hamilton Lewis, addressed 
the National Shoe Retailers As- 
sociation on the first day of its 
convention in Chicago. 

In merchant reciprocity, all re- 
tail dry goods department and 
specialty store owners and execu- 
tives were invited to the shoe con- 
vention. All shoe men are in turn 
invited to the Dry Goods conven- 
tion to be held in the Hotel Penn- 
sylvania February 1. 


* * * 





rT | 
H am” Lewis, 


Senator from Illinois speaker at 
the N. S. R. A. convention told of 
the ideal way for a shoe merchant 
to get even with a telephone opera- 
tor for all the wrong numbers 
they issue. He tells this story: 

‘It seems that a Hello girl came 
into a shoe shop and told the clerk 
she wanted a size 6 shoe. The 
clerk brought out a pair of size 2 
pumps. As he struggled to get the 
telephone operator’s foot into the 
shoe which was four sizes too 
small the ’phone girl said “I asked 
for size 6.” 


Boot AND SHOE RECORDER 


“Listen you,” said the clerk, 
“I’m handing out these shoes and 
if I happened to give you the 
wrong size it will help make up 
for all the wrong numbers you 
telephone girls have given me.” 


* * * 
WHY BLAME 
we ME 2 


dd 
Sing a song of 
congressman and how they buy 
their shoes” we yodeled over to 
Eddie Hahn of the Wm. Hahn 
Co., Washington, D. C. 
“You may know the music, but 
I won’t say the words” he hisses 
back. ‘After all you’re the folks 
who send them to Congress. All 
I do is sell them the shoes.” 
x * * 





Jutius Grossman, Inc., 
brings suit this week for protec- 
tion of Design Letter Patents 
84741-84742. A permanent in- 
junction and $100,000 in damages 
is asked. The complaint is being 
filed with the United States Court 
for the Eastern District of New 
York. The suit is being watched 
with a great deal of interest be- 
cause it is in the nature of a test 
case on shoe design patent. 

ec 9 


4d 
Enns Jettick Heinie”’ 


(Klos) of Madison, Wis., lays the 
loss of at least 10 pounds advoir- 


dupois at the feet of Carl Porath 
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of Porath and Schlafer, Wausau, 
Wis. “Those feet,” says Heinie, 
“are the most nimble, jumping- 
jack affairs at the convention. It 
wore me ragged just following 
him about, here, there and every- 
where at once—buddies for busi- 
ness. 





k * * 


W. B. Johnson, 


of the W. B. Johnson Shoe Co., 
Dixon, Ill., caused great confusion 
among shoemen waiting for eleva- 
tors on various floors of the Palmer 
House during the convention. As 
the elevator leveled off at the floor 
a voice would be heard saying, 
“This elevator out of order, please 
use next elevator,” as the crowd 
then surged toward the next ele- 







ITS A GREAT 
HELP IN ANY 
BUSINESS 
> eat 






vator—the first door opens and in 
would walk W. B. Johnson, much 
to the protest of the waiting 
crowds. 

Few of the hoaxed shoemen 
realized that Johnson was a ven- 
triloquist of high order and could 
easily accept a prominent place on 
any vaudeville stage. 


* * * 


Four out of twelve 
to win the Dorothy Mackail con- 
test. Customers of Natural 
Bridge shoes were asked to pick 
out four out of twelve shoes that 
to the best of their judgment 








would be selected by Dorothy 
Mackail, famous movie star, for 
her wardrobe. 

It was a wow oi a contest. 
Bushel baskets of blanks came 
back to advertising manager John 
G. Craddock. He now announces 
the star’s selection: No. 1—Re- 
gent, white moire pump; No. 3— 
Avenue, patent one-strap; No. 11 
—Janz, brown ooze calf pump; 
No. 12—Highcliff, brown sport, 
smoke elk trim. 

This week, all over the country, 
lucky customers are presenting 
cards to loca! dealers and receive 
a free pair of Natural Bridge 
shoes. 





4d 

F means something 
to you personally when you come 
from a big town to the N.S. R. A. 
convention,” says Frank M. Gro- 
leski of Frank’s Boot Shop, La 
Salle, Ill, “but when you come 
from a small town, your trip is a 
community project.” 

“Weeks before the convention 
the fact that you are going is an- 
nounced in the papers. Your cus- 
tomers come in and give you an 
idea of special orders of shoes that 
they will want, and the color com- 
binations they want you to keep on 
the lookout for. Then when you 
come back you are an authority on 
‘the latest.’ ”’ 

So for prestige and actual 
benefits derived, Groleski has at- 
tended every local and _ national 
convention for the last 9 years, 
and calls conventions “business 


builders.” 
* ok x 


Mnnespalis and St. Paul 


are neighboring cities—but not 
neighborly, as one can tell easily 
by talking to a resident of either 
place. Now Alfred Olson is buy- 
er for the Emporium Mercantile 
Co. of St. Paul. 

“St. Paul is the Arcadia of this 
country—a_ fifty million dollar 
building program—new court 


house—widening of streets—the 
garden spot of the world, sezze. 
“Honestly, you’d never know there 
was a depression.” 

“How grand for the twin 
cities,’ enthusiastically from me. 
“T suppose, of course, that goes 
for Minneapolis.” 

“Well, yess-s-s. Say you better 
make it, just St. Paul.” 

* *x * 


I; was with great 
joy that Sol Yudelson and D. L. 
Spielberg. self-acknowledged 
“Georgia crackers” from Atlanta 
and Edward’s Shoe Store discov- 
ered such a wide range of styles in 
women’s shoes. 

“Oh, boy,” sez Sol, “what 
woman is going to content herself 
with a pair of ‘conservative shoes’ 
when there’s such a tremendous 
variety—each one so unique?” 

“Yep,” chuckles D. L., “looks 
like the days of a shoe for each 
costume again.” 

* * *K 





Edwin stlb, 
of Stilb’s Shoe Store, Racine, Wis., 
is taking no chances on missing 
anything at any shoe convention. 
Way back in 1921 he turned a de- 
pression year into a business boom 





by discovering the X-Ray machine 
at the shoe show and taking it 
back for use in his business. Just 
in case this happens to be one of 
those kinds of years again, Stilb 
is on the lookout again. New ideas 
in window trimming is getting the 
attention of his brother Edward. 
ok * * 


B. E. Treanor, 


secretary of Wiswell-Treanor, 
Cedar Grove, Wis., manufacturer 
of Child Life Shoes has his own 
picture gallery of immortals. 
Whenever Treanor spots a picture 
in Boot AND SHOE RECORDER of 
anyone who has bought of him this 
picture goes into a little leather 





book of his. These books are kept 
in his sample rooms where pros- 
pective buyers may look through 
them and be it good psychology or 
clever salesmanship very few buy- 
ers fail to get a kick out of finding 
their pictures among the group in 
his three volumes already coi: 
lected. 








Detroit isn’t exactly 
a suburb of Chicago, yet the trip 
from there to the convention was 
just a two-hour jaunt for H. G. 
Burkhardt, president of Torson’s 
Boot Shops there. This is the 
eighteenth shoe convention Burk- 
hardt has attended, but this is the 
first one he flew to. 

+ * 


F aith in 


prospective business conditions is 
reason enough for Herbert F. 
Burr of Burr’s Boat Shop, Fern- 
dale, Mich., to remodel the entire 
interior of his store. This is his 
eighth convention and Burr claims 
he isn’t going to miss any if he can 
help it. 
* Ok O* 


oo was little 


question as to the most popular 
man on the fourth floor Monday 
afternoon though there seemed to 
be some doubt as to the who and 
why of it. All afternoon there was 
an endless line of attractive girls. 
First they would talk with him, 
then display a well shod ankle— 
another confab, and then the next 
girl would come up. 

Many were the envious glances 
cast toward him until it was 
learned that he was no other than 
Ie. C. Logan publicity manager for 
the show and he was just doing his 
stuff by picking out models. 

os. 


I, used to be the 
“flowing bowl” around which old 
cronies would meet (according to 
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the movies), but H. W. Dixon of 
the Dixon Shoe Company, Men- 
omonie, Wis., says “go where 
they’re eating.” 

“Il was making an offensive at- 
tack for the remaining seat at the 
downstairs lunch counter,” he tells, 
“when I bumped into Pete Ware 
of the Excelsior Shoe Company.” 
Eight years ago Ware and Dixon 
were both selling for the Mayer 
Boot and Shoe Company, and this 
meeting was their first sight of 
each other since that time. 


* * * 


J « H. Breitenbach, 


who for 33 years was with the 
Breitenbach Bros. shoe firm of 
Madison, Wis., is to open a men’s 
shoe department at the Crescent 
Clothing Co. of Madison, at 27 
North Pinckney Street. Breiten- 
bach had to give up his old store 
recently when the building was 
torn down. 





a who hate 
a dead handshake must have en- 
joyed the Chicago convention. On 
the second day a little gadget hid- 
den in the palm of the hand ap- 
peared in volume and handshakes 
became a warm, live thing. As the 
spring in this gadget was released 
from the contact of the clasp a 
startling buzzing sound was caused 
and the uninitiated jumped with 
surprise. 

> * 


Few shops 


include 18 exclusive shoe stores 
and shoe departments in depart- 
ment stores in Detroit, and with 
the opening of the automobile fac- 
tories there, he is expecting a good 
immediate business. 


* * * 


Detroit should be 


added to those cities whose repu- 
tations have been much maligned, 


Boor AND SHOP RECORDER 


according to H. Schnabel, new 
buyer for the shoe department of 
Klein’s Department Store, Detroit. 
Schnabel was transferred from 
the Klein store at St. Louis last 
month, and from reports expected 
terrible conditions at the automo- 
bile manufacturing city—which 
he says they certainly are not. 


* ex 


BhxGieebenel 


Commerce of La Crosse, Wis., 
really owes L. F. Gautsch, man- 


1 ONLY DID 
MY DUTY 





ager of the shoe department in the 
Wm. Doerflinger Department 
store, a dinner upon his return 
from the convention. Mr. Gautsch 
has spread the gospel about that 
La Crosse is that particular branch 
of heaven where “depression” is 
just a bad word. 


* *e * 


The Standard Statistics Co., 


Inc., in its leather and shoe bulle- 
tin, predicts: 

“Several unknown factors enter 
into the determination of probable 
production for the coming year. 
At the present time it is not feasi- 
Ble to attempt to measure the ex- 
tent to which present cheapness of 


shoes will encourage the purchase 
of new footwear, and thereby off- 
set the natural tendency during de- 
pressed times to economize by re- 
pairing old shoes. Nor is it known 
how sharply the rate of deteriora- 
tion will increase, as a result of 
the widespread use of cheap shoes. 
The normal stimulus of changing 
styles, likewise, must be discounted 
to some extent under present mer- 
chandising conditions. 

“In short, while it is quite defi- 
nitely indicated that continued 
wage reductions and dividend 
omissions will further limit the ab- 
solute level of consumer purchas- 
ing power during at least the early 
part of 1932, only tentative con- 
clusions as to full year shoe opera- 
tions can be drawn at this time. 
On the basis of present evidence, 
however, it is our belief that 
production will expand !ess rapidly 
during the initial months of 1932 


than was the case in the cor- 
responding interval of 1931. Un- 
doubtedly, producers will take 


great care not to overanticipate the 
consumer market. For the full 
year 1932, moreover, it is doubt- 
ful that aggregate outturn will ex- 
ceed the 1931 total and quite likely 
will fall moderately beneath it. 
Inasmuch as the shoe trade demon- 
strated its capacity in 1931 to 
make progress while general in- 
dustry was declining, any marked 
recovery in business next year 
would not necessarily be accom- 
panied by a corresponding advance 
in the boot and shoe industry. 














Clerk—‘“I leave it to you, Mr. Bloop; how do they look?” 
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MERCHANDISING WITH 





Round-Table Conference at N.R.S.A. Convention 
on Adjusting Retail Prices to Conform to the Market 


The important conference 
on Tuesday at the N. S. R. A. convention in Chicago 
filled the room with merchants, who were interested 
in the topics assigned to: “Merchandising with the 
Market”: (a) Adjusting Retail Prices to Conform 
to the Market; (b) Concentrating on Fewer Lines 
and Styles Without Sacrificing Necessary Variety ; 
(c) Maintaining Smaller Size Schedules Without 
Sacrificing Adequate Fit. Leaders of the conference 
were: Chairman, Edwin Hahn, William Hahn Co., 
Washington, D. C.; assistant chairman, W. J. Craw- 
ford, Crawford Shoe Co., Peoria, Ill.; assistant chair- 
man, Richard Hofheimer, Hofheimer’s, Inc., Nor- 
folk, Va.; assistant chairman, Roy Stevens, Ottumwa, 
Iowa (see subsequent issues for Hofheimer and 
Stevens reports). We lead off with Chairman Hahn: 

Retail prices must, of course, be promptly adjusted 
to changed wholesale costs. However, with increased 
expenses caused by lower unit prices, it becomes dif- 
ficult but necessary to maintain a fair and legitimate 
margin of profit. 

Also, in order to reduce inventory losses during 
declining markets it is necessary to study new 
methods of merchandising that will enable us to hold 
down our stocks to a much lower level than was for- 
merly considered possible. However, in spite of the 
necessity of price adjustments, there are other con- 
siderations of far greater importance. 

The experience of recent months has demonstrated 
the fact that those who have stood up best under the 
present strain are: 

Ist. Firms that have maintained their quality. 

2nd. Firms that have kept 
their stocks adequate in fashion 
as well as sizes. 

3rd. Firms that have estab- 
lished customer _ confidence 
through undeviating integrity 
and conscientious service. 

To illustrate this conclusion 
and to get at a few basic facts 
that we ¢an predicate some of the 
discussions on, our committee 
sent a questionnaire to fifty or so 
of the most representative and 
largest shoe factories of the 
country. We simply asked them 
two questions: First, what is 


Ohio. 
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NEW DIRECTORS N.S.R.A. 


Each director is to serve as a division-coun- 
sellor to the craft 


Reuben Metz, Chicago. 
H. C. McLaughlin, Cincinnati, 


L. E. Langston, Ft. Worth, Tex. 
]. Gordon McNeil, Boston. 
Reuben Stifel, Chicago. 
Charles E. Williams, St. Louis. 
Jess Adler, New York City. 
Edwin Hahn, Washington, D. C. 
Will A. Knight, Portland, Ore. 


your actual selling price in the factory of shoes today 
based on the average price in 1931 and at this same 
time? Second what is your opinion of the probable 
trend in prices for the next six months? 

We sent this questionnaire to such firms as J. F. 
McElwain of Boston, International Shoe Co., Brown 
Shoe Co., Florshiem Shoe Co., Milford, Conrad, 
Laird-Shober, I. Miller, Selby, etc., including high 
and low priced men’s factory, high and low priced 
women’s factories and the larger operators. 

The answers we got were practically the same, 
with very little variation. The answers as to the 
prices today gaged by a year ago were that today’s 
prices averaged from ten to fifteen per cent lower 
than a year ago. They seemed to center around 
twelve per cent for the same quality. 

As to the prediction for the next six months, the 
trend of prices, the great majority of them predicted 
that prices would remain approximately as they are 
today, depending, of course, upon how retail business 
keeps up. 

We had some very interesting letters from all of 
these manufacturers. I won’t bore you by going 
through them, but to illustrate the gist of these letters 
and the point I made in my preliminary introduction, 
I will read one letter from a prominent manufac- 
turer: 


“It is my opinion that prices will remain about the same as 
at present for the coming six months. Hides are selling at 
a very low price. They may recede slightly, but the next 
turn I think will be upward. 

“This may not come for six months or a year. Hide prices 
are a good deal like the prices of many high grade securities ; 
they are below a fair level. I feel, 
however, that we are not going back 
to the high levels reached during the 
ten year period after the war. We 
are going to remain on a low level 
of hide prices for a long time. 

“Even if prices advance 50 per cent, 
they would still be in a low range as 
compared with prices between 1922 
and 1929. If shoes advance ten or 
fifteen cents a pair during the next 
year, or even recede five or ten cents 
a pair, they would still be in a low 
range as compared with 1928 or 1929. 

“IT believe the price level to the 
ultimate consumer for the same qual- 
ity will finally land at 10 to 15 per 
cent below prices prevailing in 1929. 
Of course, quality can be improved 
and prices then will remain on the 
same level. 

“This is a question of policy. Some 
will improve in quality and others 
will lower price. I am inclined to 
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think that where the qual- 
ity is right, it is wiser to 
reduce prices to the ulti- 
mate consumer. 

“I am more than con- 
vinced, however, that busi- 
ness is built up more and 
retained only by adhering 
rigidly to quality.” 

In discussing mer- 
chandising with the 
market, we have divided 
the subject into four 
sub-heads: First, con- 
centrating on fewer 
lines and styles without 
sacrificing sufficient va- 
riety ; second, maintain- 
ing smaller size sched- 
ules without sacrificing 
adequate fit ; third, mer- 


THE ONE RESOLUTION 


—emphasized by the fact that it was vigorously affirmed by the entire 
convention 


WHEREAS, the N. S. R. A., in convention assembled, 
is holding the first national meeting of business in 1932, 
at Chicago, January 6th, and, 

WHEREAS, we believe it is necessary that similar or- 
ganizations of business men should take a more active 
part in matters of government, and, 

WHEREAS, we believe this is vitally important and 
necessary in order that their influence may be exerted 
properly to improve the functions of government in the 
nation, state and city, and, 

WHEREAS, the need of their becoming active is re- 
quired to the end that government may be conducted 
more economically, with resulting reductions in loans 
and appropriations, thus reducing and relieving all busi- 
ness from oppressive taxation, be it, therefore, 

RESOLVED, that the N. S. R. A. urges all its members 
to take a more active part in the election of better 
public servants, pledged to administer government eco- 
nomically, 


THE MARKET e-« - 


know where to put most 
pressure. Every store 
is peculiarly successful 
in selling certain types 
of shoes. 

Today the successful 
shoe retailer should 
make his store head- 
quarters for something ; 
it may be either high- 
priced footwear, correc- 
tive footwear, one or 
more nationally known 
brands, but it should be 
headquarters for some- 
thing. 

My experience is con- 
fined to cities of from 
10,000 to 150,000, and 















chandising on a three 
season plant; and 
fourth, adjusting retail 
prices to conform to 
the market. 

In considering the 
question of concentrating on fewer lines and styles, 
it is more important than ever to keep stocks in a low 
and liquid condition in order to be able to take advan- 
tage of changes in the market as they arise. 

The surest way of maintaining low inventories is to 
concentrate on fewer lines and styles. The gentleman 
who is going to discuss this subject has been success- 
ful in conducting his nine stores and kept them going 
very successfully through these times. I had several 
hours’ conversation with him yesterday and when you 
hear him talk I think you will realize the same as I 
did why he was able to do that. 


I take great pleasure in introducing to you Mr. « 


William J. Crawford of the Crawford Shoe Com- 
pany, Peoria, III. 


here which is really an experience. 
rience as much as anything else and I will read it to 
you. I have entitled it, “Concentrating on Fewer 
Lines and Styles without Sacrificing Sufficient Va- 
riety.” 

A careful analysis would be made and it will show 
the most profitable price range in your store. After 
this is determined, a further check-up will show the 
type shoe that sells best. Now that you know the most 
popular price range and the most popular type, you 


Boot AND SHOE RECORDER 
combining THE SHOP RETAILER, Jan. 16, 1932 


RESOLVED, that this association also urge all other 
retail associations, and business men generally, to also ® 
become more active in government, 

RESOLVED, that copies of this resolution be for- 
warded to the Chamber of Commerce of the U. S. 


in the cities of this size 
it is very advantageous 
to make your store 
headquarters for at least 
one nationally known 
brand. 

Three outstanding advantages in concentrating are: 


1. Lower inventory, which right now is mighty im- 
portant. 


2. Less mark-downs, and let me say here that the 
-merchant who is not watching mark-downs closely 
and adjusting his prices to line up with retail prices 
on similar footwear in the larger cities will wake up 
to find his customer shopping elsewhere. In Peoria 
we are located about halfway between Chicago and 
St. Louis..:The Chicago papers advertise a nation- 
ally known brand at a price anywhere from two to 
three dollars less than what the same shoes are being 
sold for in these smaller towns. I think that is some- 


_ thing that requires very careful watching, because we 


‘are all looking for bargains today; we are not grad- 


Mr. Craw : rs : ; 
m Rawrain: «4 tave prepared a shost: pages . ing down in quality as much as we want to feel that 


It is my expe- “ 


“we are not paying any more than we should for what 
we buy. 

Women generally today are boasting in their clubs 
and social gatherings of how little they spend for 
what they buy and of the bargain they recently pur- 
chased rather than how much they paid. You will 
remember a short while back many women frequently 
exaggerated the price they paid. Today it is just the 

[TURN TO PAGE 38, PLEASE} 
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TELLING AND SELLING 


Displays must be planned. A shoe merchant might put 
a big sign in his window: “Life is just a bowl of clam 
shells.” It would attract alot of attention but sell no shoes 


WV tiie display advertising must 
perform two definite functions. It must get interest, 
which is most important of all, and it must tell a story 
with a sales appeal which is related to the center of 
interest. This relation may be subtle but it has to 
exist in order to sell goods. A shoe merchant might 
put a big sign in his window: “Life is just a bowl 
of clam shells,” and it would get a lot of attention 
but sell no shoes. 

The story with the sales appeal, for most shoe 
stores, should be in printed matter which points the 
advantages of the goods shown and the price. The at- 
tention has already been obtained through an attrac- 
tive display of goods. Advertising copy in the window 
is the “punctuation” of the display. As the onlooker’s 
eye roves over the array of merchandise he picks out 
this or that article—something that appeals and holds 
his interest for a second and then his gaze moves on. 
At this moment the possibility of a sale has been 
created. A card, telling the sales story attached to 
the article will increase that possibility. And then 
the work of the window is done. If the interest has 
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been intense enough, if the sales appeal has been suf- 
ficiently attractive, the customer will come into the 
store and responsibility then devolves on the clerk. 

The window of the H. A. Meyer Shoe Co., 1967 
Broadway, New York, shown below, is a display with 
ample interest and “punctuation.” First, eye-interest 
is caught by the neon sign; foot interest by the shoes 
and the desire to own becomes the desire to purchase 
through the selling copy on the cards. Notice: there 
is not one grouping of shoes which is without a card 
telling its story. 

Of course, the effectiveness of these two factors of 
window-selling-interest and sales-appeal will depend 
wholly upon how carefully they are planned. A dis- 
play should always be pleasing to the eye. Symmetry 
is important. People are repelled by an unbalanced 
arrangement of merchandise. 

Then there is the danger of crowding. There is 
always a happy medium between an empty window, 
shrieking “poverty of merchandise,” and the massing 
of footwear until it looks about as exclusive as a keg 
of nails. Look at this window again. You will see 
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THROUGH YOUR WINDOWS 





that just enough shoes are used to balance the dis- 
play. On the top shelf of each grouping a small cube 
supports one shoe raised on an angle with its mate 
placed a little lower. Imagine that these shoes are 
not there, and visualize how empty that part of the 
display would look without them. Regarding the 
window as a plane surface, 
they form the apices of the 


BACKGROUNDS SUGGESTING 


_____ STYLE OF SHOES DISPLAYED 
HOSIERY 
FOOTWEAR OF SUEDE 


TWEAR SO BEAUTIFUL 


the window by Feltman & Curme, 1452 Broadway, 
New York, the primary selling impulse is one of 
fashion appropriateness. Definite distinctions are made 
between the different types of shoes. Hosiery is added 
as having an associated appeal. 

A new idea is introduced in these two windows: that 
of having glass partitions to 
separate the shoes to be worn 


triangles made by the shelves. 
If these four pairs had been 
placed in the foreground on 
the floor of the window they 
would have destroyed to a 
large extent the appeal of the 
shoes already there. 

What else is good about this 
window? There is variety of 
display. The _ sport shoes, 
white, and white with black 
tips, have their positions on 
the ends. A great deal of ani- 
mation is added by the deft ap- 
plication of these spots of 
light. The tan shoes are ir- 
regularly distributed among 


HE purpose of this series of 

articles is to present each week 
two or three window displays of 
shoes which are outstanding in 
excellence and to point out the 
principles employed. There is no 
such thing as the “independent” 
merchant. The law of merchandis- 
ing is “interdependence” and co- 
operation. An interchange of ideas 
on window display is essential to 
the effective planning of this form 
of store publicity. Send us pictures 
of the windows in your store which 
have been most effective in selling 

shoes. They may help others. 


from those 
This is 


on one occasion 
made for other uses. 
effective as an attention-getter 
because it is novel. Emphasis 
on this distinction is found in 
the pictorial backgrounds sug- 
gesting the style of each class 
of shoes. Going from left to 
right of the windows, we find 
a successive rise in the “oc- 
casional” importance of the 
shoes displayed, this succes- 
sion being interrupted only by 
the hosiery. First there are the 
street shoes — conservative 
models in dark colors. Next 
come the more dressy types of 





the blacks, for even symmetry can be carried so far 
that it becomes monotonous. 

Another thing—behind the pyramidal effect of the 
four major groupings there is a lighter background 
than elsewhere, bringing the shoes on the shelves into 
relief. And there is a card to meet the eye at the top 
of each of the pyramids. 

A study of this window should lead to at least one 
idea for the improvement of your displays. 

Shoes must fit not only the foot but the occasion. In 
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shoes—reptile wear, and then suedes. Finally, in the 
extreme right are the evening shoes, “Footwear so 
seautiful.”” The average person, seeing the numbers 
1, 2 and 3, is inclined to look for 4, and if he doesn’t 
see it, he wants to. For this reason, to see a classifica- 
tion of footwear in a certain order or arrangement, 
stimulates the passerby to search for the different 

kinds of shoes which she knows belong. 
A window such as this one, although the shoes 
[TURN TO PAGE 54, PLEASE] 














SHOES 








Here are two types of flexible wooden soled 

sandals to be worn over ordinary shoes. They 

are heat proof and are widely used by work- 

men around coke ovens and other places where 
excessive heat prevails. 


ln the development of safety 
shoes box toes have received more thought, more at- 
tention and more criticism than any other part of the 
shoe. This is only natural since something like 80 
per cent of all foot injuries are toe injuries or in- 
juries to the fore part of the foot. Many accidents 
occur, affecting other parts of the body for which im- 
proper footwear is directly or indirectly responsible. 

Among this class of accidents some of the most 
common are burning the bottom of the feet by step- 
ping on hot metal, walking on hot floors or burns 
from acids, slipping on floors that are wet or soaked 
with oil, slipping on board floors that have become 
smooth from friction or polishing or slipping on floors 
made of concrete, tile or marble. 

In these instances and many others, the material 
used in the soles and heels of shoes becomes of prime 
importance as an accident preventive. 

Oak tanned leather will stand a tremendous amount 
of heat where it does not come in direct contact with 
the hot surface, but it becomes hard, brittle and cracks 
quickly when placed in direct contact with hot plates 
or with acids. Chrome tanned sole leather is less sus- 


ceptible to heat than the bark tanned product. In many 
plants where careful experiments have been made, 
soles made of rubber belting, which is built up of suc- 
cessive layers of cotton fabric with a binder of rub- 
ber, or a fabric and rubber combination so made that 
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FOR THE 
JOB 


Hazards of Modern Industry 
Demand Special Footwear 


For Protection of Workers 


the wear comes on the ends of the fabric, have proved 
much more comfortable and more economical and more 
non-skid than leather when the wearer must walk on 
hot plates or other excessively hot materials. 

These types of fabric and rubber combination soles 
and heels have proved very satisfactory in preventing 
slipping on highly polished floors where non-skid 
soles are necessary. They have the advantage of be- 
ing flexible and give splendid service. 

The one material used in shoe soles that is most 
non-skid under all conditions is wood. In many lines 
of industry there are certain departments where 
wooden soles are safer and give more satisfactory ser- 
vice than any other kind of bottom material. The 
non-conductive feature of wooden soles make them 
especially efficient where men have to work under 
extreme heat or the reverse condition of extreme cold. 
In plants where there is always water on the floor 
wooden soles are especially useful. No other material 
used in shoe soles resists acid as effectively as wood. 

Two recent developments have given wooden soles 
a much more prominent place in industrial plants. One 
of these is a wooden soled leather shoe with a non- 
metallic safety box toe. The box toe is said to be im- 
mune to heat, moisture, grease, oil and acid, and to 
show very satisfactory impact and compression tests. 

The other development is a hinged bottom sandal 
that fits over the regular shoe. There are two types 
of this hinged sandal. One of them is hinged only in 
the shank at the breast of the heel. The other, which 
bends readily with every motion of the foot, is an all- 
hinged construction and has an asbestos inner lining. 

These sandals are recommended by the manufactur- 
er as being especially desirable in coke ovens and 
other places where extreme heat is encountered. 
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MAINTAIN YOUR QUALITY 


Department Store Leader Tells Shoe Men 
at Chicago Convention; D. F. Kelly, 
President, The Fair, Chicago, and of the 
National Retail Dry Goods Association 








Assails “Cheap” Merchandise. 


© ities mid-day sessions to an 
audience of five hundred men and women indicated 
that there was a new mental interest in the conven- 
tion proper. All previous records for noon-day at- 
tendance were broken. As an added inducement for 
merchants to stay for the entire session, numbered 
tickets were distributed and Manager Stone con- 
ducted the drawings for the prizes. The following 
merchants won traveling bags: Monday—Arthur 
Gale of the Powers Mercantile Company of Minneap- 
olis, Minn. Tuesday—G. Miller of Columbus, Ga. 
Wednesday—Michael Murphy of Houston, Tex. 

The meetings were held in the Red Lacquer room 
and were tremendously successful. 

At the Tuesday session the principal speaker, D. F. 
Kelly, president of the Fair Co., Chicago, Ill., also 
president of the National Retail Dry Goods Associa- 
tion, delivered an address stressing many pertinent 
business practices for merchants to adopt. 

The second speaker, William Weintraub, an author- 
ity on men’s apparel, outlined certain fashion tenden- 
cies which in his opinion will reflect favorably in build- 
ing more business for men’s footwear. 

Roger D. Selby, president of the National Boot & 
Shoe Manufacturers Association and Selby Shoe Co., 
due to illness failed to make an appearance. 

After briefly outlining a few generalities on present 
business conditions D. F. Kelly plunged into his sub- 
ject with a vigor in which he disregarded certain pet 
practices and theories: 

ADDRESS BY MR. D. F. KELLY BEFORE THE NATIONAL 
SHOE RETAILERS CONVENTION, HELD AT THE PALMER 
HOUSE, TUESDAY, JANUARY 5, 1932. 

One of the most important problems we have is 
the maintenance of quality: 


—quality of leadership, 
—quality of merchandise, 
—quality of advertising, 
—quality of personnel, 
— luality of service. 
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D. F. Kelly 





“We shall succeed or fail because of our own abil- 
ity, or lack of it. Business is now being operated 
either at small or no profit, and while we cannot be 
parismonious, we no longer dare to be extravagant. 
Merchants as well as public officials have indulged in 
an orgy of spending which has brought them face to 
face with the necessity for retrenchment. We must 
set aside the high sales points of 1929 and reduce the 
cost of operations, if possible, to the level of years in 
which we sold a volume comparable to that being sold 
today. We must rebuild our businesses along intelli- 
gent lines and eliminate slip-shod, lackadaisical 
methods. 

“May I suggest to retailers that they discontinue 
what seems to be the generally accepted practice 
today of buying almost nothing but so called cheap 
merchandise, which we all know will not given ser- 
vice, and remind you and the manufacturers that 
as a rule, the cheaper the line, the less the profits 
to the retailer. You may believe the sale of such 
goods will result in two sales, where one would suf- 
fice were quality merchandise purchased in the first 
instance. The second sale, however, to the cus- 
tomer who purchased the cheap shoes will prob- 
ably not be made by you. 

“There is a trinity of interests in manufacturing 
and retailing which consists of the Manufacturer, the 
Retailer, and the Public. All three must be satisfied. 

[TURN TO PAGE 54, PLEASE] 
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Industry 
Courage 


Steady Buying in Boston Gives 








Activity in New England Markets, in Evidence Since First 
of the Year, Culminates in Placing of Good Sized Orders 
During Market Week, Particularly by the Volume Buyers 


By OWEN A. THOMAS 


Associate Editor 
BOOT AND SHOE RECORDER 


‘She Boston market, traditional 
center for January selling, enjoyed its customary pre- 
seasonal activity in the second full week of the new 
year. Buyers who do a basic volume business make 
it a point to semi-annually make commitments for 
shoe production in Boston. These form the great 
background of the market week. The hotel show is 
just an incident of a minor group representing not 
only Boston and New England but other individual 
factory organizations from other parts of the country. 

The market week in Boston climaxed a period of 
more or less steady buying which has been under way 
since the first of the year. While orders placed during 
show week did not reach unexpectedly large totals 
and while the greater part of the volume was con- 
tributed by low grade shoes, it was encouraging to 
note that, even in this price class, buyers were more 
apt to base their decisions on what they considered to 
be quality. 

As one volume buyer put it: “We still expect to 
pay about the same price as we did last season, but 
we hope to get a higher mark-up at retail and, to do 
that, we must make sure that we are getting the best 
shoe it is possible to make for the price we feel we 
can pay.” 

Orders detailed but with confirmations withheld until 
later in the month are believed to have made up about 
one-third of the total business placed. This is, of 
course, an estimate but one which has been generally 
accepted as being as nearly correct as any which 
can be made. If true, it means that many a retail 
outlet will be sadly understocked for the beginning 
of the Spring season. Good weather or bad weather, 
the week before Easter will see a demand for new 
shoes the country over and factories and in-stock 
departments will be taxed to almost impossible limits 
to make good on last minute orders. 

Independent retail merchants did not attend market 
week in any large numbers. The majority of regis- 
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tered buyers represented chain store organizations, 
department store cooperatives and buyers for whole- 
sale establishments—purchasers of case lot merchan- 
dise intent mostly on covering their requirements for 
the next six to eight weeks. 

These ordinarily are not the buyers of medium and 
high grade footwear, and these two price classifica- 
tions, if the truth must be told, did not receive as 
much attention as did the volume class. Conditions 
in this part of the market may be classed as spotty— 
some few factories reporting orders on hand and in 
prospect sufficient to justify fair production for the 
next four or five weeks; others reporting much busi- 
ness still to be booked ; and all, or practically all, feel- 
ing that Spring business this year will compare favor- 
ably with that of 1931 and may even exceed it in some 
parts of the country. 

Among the noteworthy features of the Boston week 
may be included the following : 

Buying was mostly for quick delivery, indicating 
(and this same trend was noted at the Chicago show, 
earlier in the month) that inventories are at low ebb. 
Only a small percentage of orders confirmed were for 
delivery at a later date. 


—_ lines were much longer 
than is customary. Whereas it has been the practice in 
the past particularly in the volume field, to show a 
pattern in only one combination of color and mate- 
tial and allow the buyer to exercise his imagination 
in detailing combinations in which he would like to 
have that pattern, for this occasion the factories had 
“gone the whole hog” and made up patterns in the 
widest possible variety of materials and colorings. 
The length of the sample lines, also, covered a larger 
than usual variety of pattern. 

Although the Boston hotel show was a three-day 
affair, it cannot properly be said to have gotten well 
under way until Tuesday, the second day. The:first 
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New England Geared to Busy Season as Market Week Speeds Spring Buying 


day was devoted largely to registering, spreading 
lines, mixing around and getting acquainted. 

Samples were spread out over the five or six floors 
of the hotel in which sample rooms had been assigned 
to participating manufacturers. 


The runway revue originally scheduled for three 
performances, but later cut to two in order to give 
more time for inspection of samples, was held on 
Tuesday evening and again on Wednesday, the clos- 
ing night of the exposition. 





BOSTON MARKET WEEK HIGHLIGHTS 
By MADAME HAMILTON JEFFRIES 


Fashion Editor 


The continued stressing of 
price merchandise, especially on the part of the large 
buyers. 

Many lines of summer sandals with leather soles 
and box heels. Sandals priced from 60c. upward. 

Skeleton moccasins in elk combinations with many 
Prince of Wales types in the cheaper lines. 

Colors: Black, brown, blue and white. Reptiles 
shown in price lines. Some beige and beige combina- 
tion for price lines. 

A hazard of unlined shoes made of unsuitable 
material or leather which crocks for daytime use. 
The wrong weight of leather ; not enough stock across 
the toe line for comfort. This shoe belongs with the 
classes not with the masses, and should be made by 
factories that specialize in it. 

Sport shoes and sandals seemed to be the shoes that 
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were shown for early buying; very little thought was 
put into daytime shoes. The experience of the 
Chicago Show of the too-open sandal where buyers 
resisted the hazard of the patterns had been corrected 
in many cases. 

Elk and white calf were being shown in some grow- 
ing girls’ shoes and fabrics well banded in leather, 
showed that the public wants safe merchandise which 
has little hazard of cleaning. 

Eyelets with underlays of kid and embroidered eye- 
lets in fabric were shown in some of the better lines. . 
Fawn tan was bought for the early selling. Also the 
brown with a mauve cast. 

One unlined built-up leather heeled Wales oxford 
was shown at $2.00 and some very smart sport shoes 
of calf and kid combinations were selling as $4.00 
retailers. 
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Shoes Give Encouragement to All Industry 


HE shoe industry was the 
first of the major industries 
to hold its market fair in the 


opening days of the new year. In- 
stead of a depressed gathering, it was 
the most virile, vigorous market fair 
in the history of the trade. It was a 
tonic to the shoe industry. If more 
liberal credits could have been ex- 
tended, it would have been a runaway 
market. If the shoe industry itself 
could have issued its own credit 
bonds, there would have been no limit 
to buying. 

What is the answer? The public 
needs shoes! It needs new shoes. It 
has depleted its wardrobe of style- 
ful, wearable shoes. That public, man, 
woman and child, will be in the mar- 
ket for different types of shoes this 
spring and summer than what are 
worn now. The shoe industry’s house 
is in order. 

A merchant in Chicago said: “This 
is a Cafeteria year. Help yourself.” 
The shoe industry is buying and sell- 
ing close to the needs and wants of 
its consuming public. As an industry, 
it is exceedingly fortunate. It has a 
measurable market. The Boot anp 
SHOE REcorDER has kept a chart for 
some forty-one years showing that 
the approximate consumption of 
shoes is three pairs per person, per 
year. That figure has not been ex- 
ceeded by as much as a single pair 
more per person in the peak years of 
1920 and 1929. The fact remains that 
123,000,000 people are day by day 
forced into the market for shoes, be- 
cause the shoe destroys itself 
through wear and style. 

Other industries have experienced 
terrific declines through the ability of 
the public to hold on to its possessions 
and say: “We'll let the old article do 
for the time.” 

There is nothing fundamentally 
wrong with the basic market for 
shoes. There may be errors as to 
price, so that there will be little or no 





profit in the service to industry, but 
that is a matter for individual cor- 
rection in each and every store. It is 
up to shoe men to set their prices to 
include some measure of compensa- 
tion for the semi-professional service 
rendered. This is a year, as we said 
at the convention, to proceed with 
caution but not withoft faith. 

It was Andrew Carnegie who 
claimed he made his greatest progress 
in periods of depression and, in a 
similar way, shoe men today are find- 
ing that business depression is not 
without compensating factors. Many 
wasteful and extravagant methods 
have been discarded. Many efficien- 
cies and economies pave the way for 
succeeding years of prosperity. Far- 
sighted tanners, manufacturers and 
persons have set their house in order 
in preparation for the future. Some 
have done this so well that successful 
operation under existing conditions 
has been possible. 

External troubles bother the shoe 
industry. It could do a_ pretty 
thorough job in the service of shoes 
if it were not for the troubles caused 
by bursted banks, etc., etc. An honest 
inventory was taken this year and 
shoe men in the early weeks of Jan- 
uary have had a chance to see for 
themselves the picture of their future 
opportunity. 

In the depression of 1921 the 
abrupt drop in prices carried with it 
a perilous change of style. High boots 
and long vamps were made worthless 
almost overnight. Precipitous decline 
in style and price made it a merchan- 
dise panic indeed. 

In contrast, the first warnings of 
29 permitted merchants to meet the 
problems of depression step by step. 
Every merchant sought to postpone 
and allay individual distress. If there 
had been a sudden sharp readjust- 
ment of wages and employment in 
’30, there is no telling how bad the 
situation might have been. A condi- 


tion of immediate bankruptcy would 
have been perilous indeed to the re- 
tail industries of this country. 

The merchant was given time in 
’30 and ’31 to step along with the eco- 
nomic trend and to get out from un- 
der the immense stock of sluggish 
merchandise. Two years of almost 
continuous clearance has purified the 
stream of trade. 

The shoe business itself was singu- 
larly free from uneconomical prac- 
tices during the boom period. It never 
rode high and handsome. It was held 
in check by that automatic limit of an 
average three pairs per person. 

The stock market boom and the ex- 
ports of capital contributed largely to 
over-expansion of productive ca- 
pacity at home and abroad. In that 
field of financial speculation, the shoe 
man put his surplus money. Perhaps 
in many cases that surplus was taken 
out of the business, and there are 
debts against the stores still to be 
liquidated by proprietors. 

But by and large, the shoe busi- 
ness consumes so much of an active 
man’s time that he can serve no other 
master. The reward for service is 
measured more in friendship, a use- 
ful life well spent, than in money. 
But there have been earnings in shoes 
before. There are some now and 
there will be more in the future. 

The shoe industry has not been 
guilty of the major ills that increased 
the depth of this depression. Shoe 
men have been keen to do business 
day by day on the market. They are 
not particularly guilty of holding up 
orders because of the possibility of a 
decline months ahead. Other indus- 
tries that have had. experience in the 
decline of prices have made the 
depths of depression still deeper by 
holding off. 

The shoe business had a good vol- 
ume in ’31 and is ready to better the 
volume in ’32—it now moves for- 
ward. 
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-ROSCBAY WILLOW 
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To know that Rosebay Willow Calf has had a part in 
the sales and profits of shoe merchants and manufacturers 



















is gratifying. The sound policies governing honest shoe- 
making permit no equivocation in the selection of leathers. 


AMERICAN HIDE ano LEATHER COMPANY 


BOSTON, * 
x $t. Louts CnicaGco CINCINNATI 
AMERICAN HIDE ano LEATHER COMPANY. inc. AMERICAN HIDE ano LEATHER COMPANY. 10. 
New YorK .N.¥ NORTHAMPTON ano LEICESTER. ENGLAND 






AMERICAN HIDE ano LEATHER COMPANY. S.A. 
Panis. France 
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What the Retail Census Means to You 






By JOHN GUERNSEY, Census Bureau, Washington 


4 

“W hat is the retail census 
bringing out that will help you to run a more popular 
store, to make more profit (if any)? First, it is tell- 
ing you what merchandise is sold besides shoes, by 
other shoe retailers, and how important those related 
lines are in comparison with shoes. It shows, for all 
large cities and for each State, about how much vol- 
ume you have a right to expect if you decide to add 
any of those lines of related merchandise. It shows 
how practice varies in different parts of the country as 
to the proportion of men’s stores, women’s stores and 
family stores, and as to the variety of merchandise 
sold. 

It shows the character and extent of your compe- 
tition, which is not limited to shoe stores. For in- 
stance, in Los Angeles shoe stores do only 77 per 
cent of the women’s shoe business; they sell only 70 
per cent of men’s shoes, the remaining 30 per cent 
going to other kinds of stores; they sell only 17 per 
cent of all the women’s and children’s hosiery; and 
much smaller proportions of other related merchan- 
dise which could be, and is being, sold in shoe stores. 

The retail census brings out data as to the extent 
of credit business in shoe stores, giving you the op- 
portunity to compare your own store with other local 
stores, with stores in other cities with which you may 
be familiar, and with other kinds of business, to the 
end that you may determine for yourself a credit 
policy best suited to your business. 


DEPARTMENT STORES 
Sales of shoes and related commodities 











Women's 
Men’s | Misses’ Men's and; Women’s 
; and and Boys’ and 
City Cover-| Boys’ |Children’s| Other Fur- |Children’s} Leather 
age 0es8 Shoes | Footwear| nishings | Hosiery | Goods 
Boston 99.4 4.3 0.9 cee 7.6 4.4 1.6 
Columbus 37.2 0.4 4.5 aa 6.8 5.0 ie 
Cleveland 99.0 1.0 4.1 0.2 ae 4.8 1.3 
Toledo 99.1 0.3 6.0 ake 6.9 5.1 ‘ae 
Dayton 100.0 0.9 3.9 0.1 nue 5.7 ae 
100.0 ase 2.2 eee 6.0 4.4 Pad 
Buffalo 70.8 0.4 6.3 0.4 7.0 4.4 1.9 
Chicago 74.5 2.3 3.5 nae 5.3 3.5 2.0 
Los Angeles 88.1 0.6 3.4 ‘en 6.6 4.5 2.3 
Philadelphia 74.2 1.4 4.9 0.3 4.6 2.3 1.5 
Detroit 42.6 1.2 4.8 ae 6.5 3.7 1.3 
New York 99.7 1.0 4.2 0.2 4.2 3.3 1.9 
ord 100.0 0.6 4.5 iets i old he 
New Haven | 100.0 0.2 1.9 0.4 aes 2.4 
Worcester 100.0 0.5 4.7 we oe an 
Cambridge 83.9 0.6 1.8 0.3 re 3.0 
i 100.0 0.4 4.2 ne 5.1 4.1 
Lynn 100.0 0.4 3.2 0.5 hes 7.1 
Canton 80.4 igi 1.4 ee 4.9 
Cincinnati 100.0 0.5 4.1 ie 5.7 
Akron 100.0 3.4 0.1 oe 4.9 
Youngstown | 100.0 2.3 0.9 0.5 5.8 
Wilmington 94.0 0.4 9.2 0.4 van 
Albany 73.0 0.9 1.4 ae a 
Utica 100.0 cst 5.9 5.2 





























COMPARISON OF SALES BETWEEN THE THREE KINDS 
OF SHOE STORES 




















Percent of | Percent of | Percent of 
Sales in. Sales in Sales in 
Entire | Total Shoe Men's Women’s Family 
States | Population | Store Sales | Shoe Stores} Shoe Stores | Shoe Stores 
Massachusetts | 4,249,614 |$36, 387,745 9.88 8.58 81.54 
Connecticut 1,606,903 | 13,226,237 9.78 6.75 83.47 
Ohio 6,646,697 | 55,253,108 3.65 12.12 84.23 
SELECTED 
Cities 
Chicago 3,376,438 | 43,015,140 7.92 25.19 66.89 
Detroit 1,568,662 | 18,371,748 9.77 19.80 70.43 
Los Angeles | 1,238,048 | 19,790,312 11.05 13.88 75.07 
Cleveland | ° 900,429 | 11,591, 3.20 17.04 79.76 
Baltimore 804, 874 303, 9.91 25.43 64.66 
mn 781,188 | 13,238,556 14.21 17.93 67.86 
San Francisco 634,394 | 10,652,243 6.29 19.65 74.06 
Milwaukee 578,249 | 7,700,883 7.95 12.90 79.07 
Buffalo 573,076 | 7,349,893 7.45 22.22 70.33 
Washington 586,869 | 6,910,106 7.15 27.46 65.39 
Minneapolis 464,356 | 3,543,836 11.58 26.22. 62.20 
New Orleans 458,762 | 5,963,415 14.42 20.21 .37 
Cincinnati 451,160 | 6,406,593 6.12 17.35 6.53 
Rochester 328,132 | 4,532,763 7.33 14.92 77.75 
Toledo 290,718 | 3,347,657 5.79 16.25 77.96 
Columbus 290,564 | 3,490,674 4.95 .09 74.96 
Akron 255,040 | 3,271,368 8.84 18.25 72.91 
Dayton 200,982 | 2,656,026 7.47 33.03 59.50 
Youngstown 170,002 2,165,527 5.13 14.02 80.85 
Yonkers 134, 646 1,360,714 7.91 7.73 84.36 
Albany 127,412 | 2,336,165 9.26 12.04 78.70 
Wilmington 106,597 | 1,508,059 9.15 19.86 70.99 
Peoria : 104,969 | 1,618,280 5.59 23.67 70.74 
Utica 101,740 1,600,772 3.46 16.56 79.98 














The census contains a good deal of expense infor- 
mation, including particularly comparisons between 
kinds of stores and between cities as to payroll cost 
and rental cost. 

The retail census provides an index on the indus- 
trial characteristics of each city, so that you may 
adapt your merchandise, your price lines and your 
advertising appeal to the peculiarities of your city. 
This is provided in two ways: (1) by noting the rela- 
tive importance of each of the nine major groups, in 
comparison with other cities and with the United 
States standards; (2) by relating the total number 
of people employed in retail stores to the total num- 
ber of wage earners in the city and in the surround- 
ing territory. 

The retail census points out whether, in your city, 
the stores of general merchandise appeal, such as de- 
partment stores, are getting more or less of the total 
business in your lines of merchandise than are the 
shoe stores, in comparison with the ratios in other 
cities. By spotting cities in which the shoe stores do 
a greater proportion of the total business, and by 
going to those stores and studying the methods of 
your brother retailers there, you may learn some valu- 
able lessons in the art of attracting the maximum num- 
ber of customers to the shoe stores. 

The retail census points out what lines of mer- 
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Highlights from an Address before the N. S. R. A. Convention 


chandise would seem to lend themselves best to sales 
promotion in shoe stores, thereby suggesting what 
lines should be pushed and what related lines might 
be added. This is determined by applying the com- 
modity analyses to total sales of each kind of store, 
and determining which commodities seem to be under- 
sold and which seem to be oversold in your city, in 
comparison with other known cities. For such com- 
parisons, always use cities with which you are fa- 
miliar, so that you may be able to recognize dis- 
crepancies and determine the reasons therefor, and 
from those reasons establish principles and practices 
which can be applied to your own city. 

With the help of the retail census every wide- 
awake retailer should make it his business to learn all 
he can about other types of operation. If he is an 


COMPARISON OF ALL SHOE STORE SALES 
BY TYPES OF OPERATIONS 












































Sates Crassiriep By Types OF OPERATION 
Single 
THREE Store | Multi- 
REPRESENTA- Total Inde- | Inde- Sec- | Na- 
TIVE Popu- Shoe Store | pend-| pend-j| Local | tional | tional | Other 
Srates lation Sales ents | ents | Chains |Chains| Chains | Types 
Massachusetts|4, 249,614 |$36,387,745 | 47.38) 11.36] 9.77 7.38)15.07 9.04 
Connecticut {1,606,903 | 13,226,237 | 48.68] 13.47) 2.19 9.02)15.15 11.49 
Ohio 6,646,697 | 55,253,108 | 40.60) 8.30)10.05 | 11.74/18.14 11.17 
SELECTED 
Crrizs 
Chicago 3,376,438 |$43,015,140 | 29.46] 8.22/28.57 4.63|26.40 2.72 
Detroit 1,568,662 | 18,371,748 | 42.16| ..... 8 al oo 3 a ee 
Los Angeles {1,238,048 | 19,790,312 | 15.09|......|54.19! |...... 2 ee 
Cleveland 900,429 | 11,591,068 | 24.80) 15.93/18.85 | 12.05)22.38 5.99 
Boston 781,188 | 13,238,556 | 34.52} 10.17|22.58 2.64|19.76 | 10.33 
Buffalo 573,076 | 7,349,893 | 36.91] 17.70) 6.99 4.64/29.01 4.75 
Cincinnati 451,160 | 6,406,593 | 50. 5. 2.03 11.22/22.51 8.62 
hester 328,132 | 4,532,763 | 39.88) 15.63] 4.38 4.98)}28.45 6.68 
Toledo 290,718 | 3,347,657 | 22.37) 15.07|14.87 6.59}25.33 | 15.77 
Columbus 290, 3,490,674 | 38.56) 1.57] 3.11 16. 18/29.51 11.07 
Akron 255,040 | 3,371,368 | 15.03} 6.22/16.29 | 31.01/18.07 | 13.38 
Dayton 200,982 | 2,656,026 | 15.72} 6.72) 7.77" | 11.66/30.39 | 27.74 
Worcester 195,311 1,813,318 | 37.10} 1.41] 1.87 | 24.12|24.7 10.79 
Youngstown 170,002 | 2,165,527 | 34.60) 4.64/20.73 8.00)18.24 3.79 
‘ord ,072 | 2,514,629 | 46.44) 7.78) 6.33 9.25}13.91 16.29 
New Haven 162,655 | 2,530,967 | 53.31] 18.00]....... 10.00}15.79 2.90 
a ma A 1,964,416 | 30.60) 9.57) 9.49 6.22)25.51 18.61 
onkers 134, 646 1,360,714 | 39.17) 18.13) 5.67 |...... 12.06 | 24.97 
Albany 127,412 | 2,336,1 50.44) 14.54)....... 3.61|22.22 9.19 
Wilmington 106,597 1,508,059 | 31.06) 18.99).......]...... 28.30 10.35 
Peoria 104,969 1,618,280 | 23.04)......]....... 9.49/45.32 | 22.15 
Lynn 102,320 72,511 | 49.10] 9.30)....... 19.93) 8.01 13.66 
tica 101,740 | 1,600,772 | 38.10) 12.51) 3.61 |...... 26.46 19.32 





1 Inchides multi-independents. 
2 Includes sectional chains. 





independent he should understand how chains operate, 
and what are their elements of strength and weak- 
ness, how their expenses, stocks and commodity sales 
compare with those of independents; and chain oper- 
ators should be equally interested in studying the 
methods and results of independent store operation. 
Out of it will come a better understanding, less fruit- 
less civil war and more cooperation in fighting the 
common enemy, which in this case is the alluring bait 
held out to attract the consumer’s dollar away from 
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COMPARISON OF SHOE STORE SALES WITH TOTAL 
RETAIL SALES 























| Percent 
| of 
Shoe 
Population Total Store 
os No. of Shoe Sales to 
Entire Popu- Total Shoe Store Total 
States lation | Men | Women} Retail Sales | Stores Sales Sales 
Massachusetts |4,249,614| 48.75) 51.25] 2,054,975,829 {1,306 | 36,387,745 1.77 
Connecticut 1,606,903) 49.87} 50.13} 769,646,580 | 451 | 13,226,237 1.72 
Ohio 6,646,697} 50.57] 49.43) 2,862,631,119 1,702 | 55,253,108 | 1.93 
SELECTED 
Crtres 
Chicago 3,376,438) 50.7 | 49.3 | 2,127,519,999 |1,016 | 43,015,140 | 2.02 
Detroit 1,568,662} 52.4 | 47.6 882,086,767 | 447 | 18,371,748 | 2.08 
Los Angeles _| 1,238,048] 49.3 50.7 964,049,862 | 301 | 19,790,312 2.05 
Cleveland 900,429) 50.7 | 49.3 536,846,666 | 339 | 11,591,068 | 2.16 
Baltimore 804,874] 49.2 | 50.8 380,450,518 | 223 | 7,303,644 | 1.92 
Boston 781,188} 49.1 50.9 672,759,543 279 | 13,238,556 1.97 
San Francisco | 634,394] 53.3 46.7 499,060,416 177 | 10,652,243 2.13 
Milwaukee 578,249] 50.3 | 49.7 347,422,233 | 207 | 7,700,883 | 2.22 
Buffalo 573,076] 49.6 | 50.4 342,855,406 | 234 | 7,349,893 2.15 
Washington 486,869] 47.6 | 52.4 331,873,844 119 | 6,910,106 | 2.08 
Minneapolis 464,356) 48.6 | 51.4 304,330,792 105 | 3,543,836 1.16 
New Orleans | 458,762) 47.8 | 52.2 158,295,164 | 146 | 5,963,415 | 3.77 
Cincinnati 451,160) 48.5 | 51.5 291,084,145 | 156 | 6,406,593 | 2.19 
Rochester 328,132] 48.8 | 51.2 206,492,175 | 153 | 4,532,763 | 2.20 
Toledo 290,718} 50.8 | 49.2 180,021,916 75 | 3,347,657 | 1.86 
Columbus 290 49.3 | 50.7 170,933,136 84 | 3,490,674 | 2.05 
Akron , 51.0} 49.0 137,768,767 54 | 3,371,368 | 2.37 
Dayton 200,982} 49.7 | 50.3 118,507,337 53 | 2,656,026 | 2.25 
Worcester 195,311] 48.9} 51.1 109,100,668 57 | 1,813,318 | 1.66 
Youngstown 170,002) 51.0} 49.0 96,875,911 42 | 2,165,527 | 2.24 
Hartford 164,072} 48.8 | 51.2 128,629,797 55 | 2,514,629 | 1.95 
New Haven 162,655] 48.9 | 51.1 113,880,048 85 | 2,530,967 | 2.22 
Springfield 149,900} 48.5 | 51.5 107,587,378 51 | 1,964,416 | 1.83 
Yonkers 134,646] 49.6 | 50.4 140, 45 1,360,714 | 2.24 
Albany 127,412) 48.6 | 51.4 102,220,137 53 | 2,336,165 | 2.29 
Wilmington 106,597; 50.0 | 50.0 69,246,208 34 1,508,059 | 2.18 
Peoria 104,969} 50.0 | 50.0 70,344,777 35 | 1,618,280 | 2.30 
Lynn 102,320} 48.8 | 51.2 51,713,721 49 972,511 1.88 
Utica 101,740} 48.3 | 51.7 56,977,725 62 | 1,600,772 | 2.82 

















shoes and into the purchase of apparel and other 
merchandise, motor cars and fuel, entertainment of 
all kinds, more comfortable and more attractive homes, 
and a thousand other tempting allures. 

Finally, let me suggest that as soon as the final 
retail census report is available for your State (which 
will include your final city report), you devote a few 
days exclusively to a thorough study of it and of your 
own business. Give your whole business a critical 
analysis. Place yourself in the impersonal attitude 
of an experienced distribution engineer. Make a list 
for your own information of your business policies. 
Put down in black and -white a ten-year comparison 
of every feature of your business, in terms of results 
in dollars of sales and dollars of net profit. Find 
out all over again what parts of your business are 
profitable and what are operating at a loss. Study 
other kinds of business closely related to yours, in 
your own and in other cities. Check what policies could 
account for variations in results, and compare those 
policies with your own. (Such as payroll cost, use 
of part-timers, rent paid, credit business, variety of 
related commodities, type and extent of competition. ) 
Keep the impersonal attitude, as if it were someone’s 
else business you are analyzing, someone’s else poli- 
cies you are criticising. Then write out your recom- 
mendations, and follow your own advice. 





“OUR CUSTOMERS MUST BE SATISFIED THA 


Prop prop-r-arch 


E. », eee VELY RITCHIE 


IT’S AN EEE LEATHE 
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ARE ALWAYS GETTING THE SAME SHOE” 
The John Ritchie Co., Ltd. 
* 


FOR 
10 


YEARS 






* 


J O H N Standardize on 
Evans Brands 
RITCHIE * 


COMPANY, LTD. 
(Quebec, P. Q.) 













HAS STANDARDIZED ON 


: ib YA Kid 


Strict quality repetition is, the John Ritchie Co. tells us, the best 
of reasons for the long line of established steadily repeating 
customers which they have built up through Prop-R-Arch shoes 
for men. 









As the largest proportion of their Prop-R-Arch shoe sales are black 
kid styles, their steady dependence on RUBY KID is all the more 
significant. 


We naturally regard such a long continued record in their service 
as most convincing evidence that they have found 


“RUBY KID A DEFINITE SALES INFLUENCE.” 


p JOHN R. EVANS & CO., Camden, New Jersey 


Cinicinnati St. Louis Milwaukee Rochester Boston Philadelphia 


* 
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Ringing the Seasonal Change 





GEORGE B. HESS 


a, we do place a great 


deal of emphasis on our sport shoes for men. In 
fact, we have a separate department on a separate 
floor allotted to this type of footwear. 

We see in sport shoes for man a means of creat- 
ing a definite seasonal change in accepted footwear, 
similar to the old high shoe-low shoe change which 
meant so much to the men’s shoe business. 

This is our opinion, and it is for this reason that 
as soon as the warm Spring sun makes its appear- 
ance, we prepare our special department in the base- 
ment for sport shoe customers. During the colder 
months this same space is used for selling high shoes 
and rubber footwear. 

Our Summer equipment last year consisted of a 
group of club-house benches in gay colors, to take 
the place of our ordinary chairs ; a heavy green carpet 
which definitely reminds one of turf; a series of 
panels depicting sporting scenes ; and two center floor 
electrical fixtures carrying a sport motif around the 
light. In addition we light this department in Summer 
more brilliantly than any other part of the store. This 
is accomplished by a simple indirect floor lamp. 


28 


With Sport 


Footwear 


By GEORGE B. HESS 


of Baltimore 


AY outdoor, clubby atmosphere, with 
strong accent on the sport motif 
helped sell sport shoes last Summer in the 
Hess store in Baltimore. Shoes for various 
sports placed around the department where 
the customer can pick them up, also has 
helped to stimulate the sale of sport shoes, 
which to Mr. Hess mean seasonal shoes 
that bring back the old low shoe-high shoe 
diversity that has been absent of late. 


Our customers have reacted very favorably to this 
gay decoration, and we have heard many pleasant 
commments -from men buying all sorts of sports foot- 
wear. 

In this department we fit spectator sport shoes as 
well as golf shoes, tennis shoes and riding boots. 

In addition to show cases in our sports department, 
we have been able to place a series of shoes and boots 
in between the benches on our green rug for display 
purposes. Customers can readily pick up a shoe or 
boot for a close examination. Of course this is a 
tremendous advantage. If anything, these open dis- 
plays give a more intimate effect to the entire depart- 
ment. 

The environment we have created seems to help a 
man to picture his footwear in actual use. He is nat- 
urally pleased. A rather jolly and decidedly different 
atmosphere is produced in this manner. 

We firmly believe that our men’s sport shoe busi- 
ness this coming year will be more important than ever 
before, and we will be ready for our customers as 
soon as the grass gets green. 
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To Overcome Merciless 


Price Competition 


TELL THE 


PRICE TRUTH (WS\2 











Sale-ing! Sale-ing! Pounding with might and main! 

Biff the prices! Bang the prices! Knock ’em down again! 
Acres of space! Tons of ink! Louder and louder they shout! 
Readers suspicious! Readers dazed! What’s it all about? 


"Be overcome merciless price 
competition during this era of bombast and bunk, get 
right down to the fundamentals of good merchan- 
dising, good advertising, good display and good ser- 
vice. Consider the customer. 

The public is tired of the claims and counter-claims 
of miracle workers in a falling market and sensational 
promotion of super-sales, that are now climaxed by 
an orgy of over-statement. Get down to earth. 

A pleasing variation of the usual is always inter- 
esting and effective. Today the public wants some- 
thing different. Therefore, the suggestion of an “All- 
Star Shoe Sale” in place of the customary clearance, 
given in the Boor AND SHOE REcorpDER. Another 
name with good tie-up possibilities would be equally 
effective. Cash in on continuity. 

(See the Jan. 2 Boot anp SHoe REcorRDER, pages 
28 and 29 and page 34 in this issue for the sale sug- 
gestions. ) 

In preparing the advertising, consider the custom- 
er’s point of view. What is there about the shoes that 
will interest them? What styles and materials are 
offered in each price group? If sizes are broken, 
what sizes are available in the complete group? What 
other selling features are there about the shoes, aside 
from the saving offered? Give a clear, careful de- 
scription of each group. Make your ads distinctive, 
attractive, positive, informative, inviting. 

Style appeal can be created by individually featur- 
ing certain, timely models that are included in the 
sale. Quality should be explained, as well as empha- 
sized. The reasons back of the unusual values should 
be explained. There’s so much exaggeration that 
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readers are skeptical. Frank explanation wins confi- 
dence. 

Special attention to regular customers by postcard, 
letter or reprints of the advertising is advisable. Their 
confidence has been established through previous sat- 
isfaction. 

The windows should have a decorative treatment 
that is attractive, appropriate, colorful and ties up 
with the decorative idea of the sale plan. The dis- 
plays should be carefully arranged. The trim will be 
heavier but it need not be cluttered. Clarity in a 
window is as important as clarity in ads. Both should 
be easy to “read.” 

The store should be decorated attractively. Merchan- 
dise should be displayed—particularly odd lots and 
close-outs—on tables or racks. Timely interior decora- 
tions help sustain buying interest. Without them the 
store seems flat and customers’ interest dwindles. 

| TURN TO PAGE 54, PLEASE] 




















FORCEFUL HEADINGS 
TO MEET PRICE COMPETITION 


gl value and faultless fitting—at prices you can 
afford. Double profit for you—sales savings plus 
satisfactory service. Judged by TODAY’S values, these 
savings are substantial even at sale time and sale prices, 
our shoes are correctely fitted. Quality standards high 
as ever; only prices are lowered. Assured quality in the 
shoes makes these savings worth while. Because our 
shoes are desirable, our prices are inviting. Examine 
the shoes, as well as the price ticket! Safe savings on 
shoes that uphold our quality reputation. 
















































ALFRED HALE RUBBER COMPANY 


Manufacturers of 


RELIABLE RUBBER GOODS 
RAJAH SPORT RUBBER SOLES 


NORTH QUINCY, MASS., U. S. A. 


DAVID A. CUTLER RAJAH CANVAS SHOES 
President The Original 

A. CUSHING CUTLER RAJAH CREPE SOLE 
Vice President Cable Address 


Factory Manager “HALCO” 


AND COOLER 


October 17, 1931 


Boot & Shoe Recorder Publishing Co. 
140 Federal Street 
Boston, Mass. 


Gentlemen: 


In presenting our new Celulite material in 
sport soles to the fall shoe trade, we have 
turned to the Boot & Shoe Recorder as a sure 
and economical means of solving this 
problem. 


Our experience in the past has led us to 
rely upon the Recorder for service and co- 
operation. We appreciate this aid and assis- 
tance and are confident that we are utilizing 
an effective method of reaching up-to-date re- 
tail merchants and manufacturers. 


We find throughout the shoe trade the 
greatest interest in our new Rajah Celulite 
soles which offer those up-to-date features of 
coolness, flexibility, and comfort without a 
price premium. By advertising in the Boot 
& Shoe Recorder, we are confident of reach- 
ing those in the trade who are looking for 
the new merchandising features which this 
sole offers. 
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Very truly yours, 
ALFRED HALE RUBBER COMPANY 
David A. Cutler 
DAC:RC President 


LIGHTER LOOKS 
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_ first sanotnoed their now famous Rajah Crepe Sole on the 
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pages of the BOOT AND SHOE RECORDER. Since that time 
consistent advertising of Rajah Crepe Soles and other original 
RAJAH HALL inns has clearly craked to this company the 
oan and certainty of scachiniy an attentive audience of 


shoe merchants and manufacturers through the pages of the 





RECORDER. e e e e oe e ® 
It naturally follows that in announcing their latest and most 
advanced shoe soling—CELULITE—the Alfred Hale Rubber 


Company should continue to make dominating use of 





THE BOOT AND SHOE RECORDER. 
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BOOT and SHOE RECORDER 


239 WEST 39th STREET 
NEW YORK 
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A. On the 


venue 


By MADAME HAMILTON JEFFRIES 





Franklin Simon— 


All Silver Kid. 


Disinisie of the turn 
of the year holidays and unseasonable 
weather, Fifth Avenue is showing 
staples and novelties. 

The department stores which have 
featured early Palm Beach wear are 
concentrating on spectator types and 
novelty open oxfords, unlined pumps 
and open shank sandal numbers. 
Black kid, brown kid, red brown and 
medium brown calf, pin seal and 
morocco novelties are showing on the 
Avenue for early metropolitan wear. 
Suedes and buck are also being 
shown in all types of pump and ox- 
fords, cut-outs being featured in the 
latest numbers. 

Many of the bench makers feel that 
the less open sandal will be carried 
in the higher grade lines for Spring, 
and the open oxford and oxfords cut 





Sororsis— 


Black Kid Shoe, Black 
Patent Leather Trim. 


Bootery— in Wales lines and patterns will reg- 
roe Sees. ister in place of the sandals which 


have now found their field in the 
cheapest lines. 

Center straps and T straps are showing in all grades and many novel- 
ties with red and white, blue and white, and combinations of dark blue 
and red with a touch of black are smartly styled. 

The black patent shoe in sandal types, combined with mesh makes a 
very dressy type for the early tea or restaurant wear. Two tones of 
dark brown kid are being used to fashion February and March foot- 
wear and the uses of contrasting pipings and colorful shoe linings are 
employed to bring out the character of the shoe design. 

Post-holiday wear is being shown in vivid kid and contrasting fabric 
sandals in the closed up sandal, with the openings slashed on the upper 
rather than on the toe lines. 

Buyers feel women have worn their Fall shoes through the holidays 
rather than replenish. This procedure throws much of the earlier foot- 
wear into the Spring selling which in turn retards the staple buying 
of February and March shoes. 

Merchants have almost forgotten February and March in their desire 
to step into Summer. There are yet many staple blacks and dark 
browns to be bought with the medium and field mouse shades follow- 
ing closely. The blue shoe is anticipated as the early shoe worn before 
the white or spectator types start to sell. 

There is much enthusiasm about the Wales themes in more open 
types, also the three eyelct tongueless oxford and the newer types of 
gillies. 
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J. & J. Slater— 
Shoe of Da-k Brown 
Kid. 








Saks-Fifth Ave.— 


Pastel Blue Shoe. 
Pastel Blue Kid Trim. 


Modern Mode— 
All Green Suede. 


Cammeyer— 


Black Faille Shoe. 
Satin Trim. 
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A Little Liver 
for the Cat 


J F your memory goes back to the days of your first derby hat, 
your celluloid collar and the first pair of long pants, you’ll — 
Remember the butcher of boyhood days who always threw in a 
piece of liver for the cat, and — 

Weighed his big, broad, heavy hand on the scales with the steak. 

That was merchandising as it was done in the days of not so 
long ago. 

Have we made progress since then? 

Well, I dunno! Sometimes I think so, and then again the little 
devil of doubt creeps in. 

Suppose you are buying SHOES and you insist on expensive 
Window Displays, Electric Signs, National Advertising and 
what have you? 

Isn’t it a lot like getting the liver for the cat, but paying for it 
in the weight of a big, broad, heavy hand laid on the scales? 

Wouldn’t it be better to buy JUST SHOES, full value for the 
money, perfect in style, permitting a fair PROFIT and assuring 
repeat business? 


I think so! And enough retailers agree with me to make it 
pleasantly profitable for them, and for me. 


WALTER BOOTH SHOE CO. 


302 NORTH BROADWAY « « MILWAUKEE, WISCONSIN 


MANUFACTURERS OF MEN'S DRESS SHOES 


Retailing at $3.50 $4,00-$5.00 $6.00 at a Profit 
IN STOCK AAAtoEEEE « « « SIZESStol4 
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HUNTING FOR 
HEADLINES? 


These Combine Pep and Persuasion, Informa- 


tion and Invitation, for Sale Ads and Showcards. 


FOI III II Ok tt I ok 


VALUE TRIUMPHS IN A TIME OF 
THRIFT! 


Vv 


WHEN NICKELS COUNT, WE'RE SAV- 
ING YOU DOLLARS! 


v 


THE RIGHT TIME, THE RIGHT STYLES, 
AND BETTER-THAN-RIGHT PRICES! 
Vv 
A DOLLAR SPENT NOW. HAS THE 
VALUE OF TWO! 

4 
BIG BARGAINS FOR BADGERED BUD- 
GETS! 

w 
AN OPPORTUNITY THAT ONLY A 
SPENDTHRIFT COULD RESIST! 


v 


TIMELY NEWS FOR CLEVER BARGAIN 
HUNTERS! 


v 


FINE SHOES AT LITTLE PRICES! 


Vv 


BIG BARGAINS FOR BADGERED BUD- 
GETS! 


ad 


EVERY PRICE A SURPRISE FOR YOUR 
PURSE! 
Vv 
SIZES BROKEN; VARIETY GREAT; 
VALUES GREATER! 


v 


STUNNING SHOES AT SURPRISING 
SAVINGS! 


v 


“WALK-AWAY” VALUES IN WALKING 
SHOES! 


Vv 


THE FINEST SHOE VALUES AFOOT! 


GOOD-BYE PRICES MAKE GOOD BUYS 
FOR YOU! 
/- 
CHILDREN’S SHOES AT ROMP-AWAY 
PRICES! 
ad 
OUT-STANDING VALUES IN UP- 
STANDING SHOES! 
Vv 
LUCKY PEOPLE ARE THOSE WHO REC- 
OGNIZE OPPORTUNITY! 
Vv 
VALUES THAT OWE NO PURSE AN 
APOLOGY! 
Vv 
HELPING YOUR BANK ROLL TO STAGE 
A STRONG COME-BACK! 
Vv 
NEVER A DUBIOUS OR DECEITFUL 
VALUE HERE! 


7 


SHOE SPECIALS SPECIALLY FINE! 


Vv 


ON A BARGAIN FOOTING! 





Sale 
Headings 
that will 
get your 
Sale Ads 


off to a 


Good Start 
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VALUES ARE GOOD BECAUSE THE 
SHOES ARE GOOD! 


Vv 


LOW QUOTATIONS BACKED BY HIGH 
REPUTATION! 


Vv 


DOWN TO ONE WAY-DOWN PRICE! 


Vv 


UNSPARING REDUCTIONS MAKE UN- 
USUAL VALUES! 
v 
PRACTICE PRACTICAL ECONOMY! 
HERE’S YOUR CHANCE! 
Vv 
GET A CLOSE-UP OF THESE SHOES AT 
CLOSE-OUT PRICES! 
Vv 
MONEY IN YOUR POCKET—SATISFAC- 
TION ON YOUR FEET! 


4 


FOR SAFE SAVINGS, OUR SHOE SALE! 


wv 
TO TUCK AWAY A GOOD SAVING, 
TUCK YOUR FEET INTO THESE SHOES. 
Vv 
FOR WIDE-AWAKES WITH ONE EYE ON 
QUALITY, AND THE OTHER ON PRICE! 


Vv 


HERE’S NEWS TO CHEER YOU UP! 


Vv 


SALE-ING ON! SHARE THE SAVINGS! 


1 2.9.9.9.0.0.0.0.0.0.9.9.0.0.9.9.0008.0.0.0 000000000 60 000 2 og 
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DECREES VICI KID 





"KID WILL PREDOMINATE” 






VICI 216: A Brown anticipating the Spring 


demand for a colour combining utility with smartness. 


VICI 402: A new development of VICI Velvet, 


the semi-bright finish, offering inspiration for the time- 


honored Black shoe. 


VICI 505: The Blue that will take 


its rightful place beside Black and Brown 
this Spring. 


VICI 325: A distinctive VICI Beige, 


soft and subtle... synonymous with Spring. 


VICI 218: A deep Brown, rich in 


colour and practical in purpose. 


VICI 412: A distinguished Green 


created for womenseeking individuality in dress. 


ROBERT H. FOERDERER, INC. 
FRANKFORD, PHILADELPHIA 





VICI 400: Black Glazed...a 


staple which has often been imitated but 
never equalled ... retains its perennial place 
in the world of chic. 


VICI] 40178 the Black dull Finish 


still continues the favorite of the sophisticated 
woman with unerring taste in fashion. 


FOR THE MEN'S TRADE 
VICI 403 © The newest creation in 


Black ...an unprecedented opportunity to 
please men of all ages with a light-weight 
shoe that is good-looking, and combines 
durability and comfort with style. 





kj 


REG. U. S_ PAT. OFF 





























Style forums were 
active centers at the N. S. R. A. convention. Com- 
ment, however, was made on the huge audience con- 
sidering women’s shoes and the scant dozen persons 
attending the men’s meeting. 

The meetings were directed by William Geuting 
of Philadelphia for the women’s committee, Jesse 
Adler of New York for the men’s committee, and 
Clyde K. Taylor of Detroit for the children’s com- 
mittee. A voice of style was heard at these meetings 
that has been silent for ten years. A decade ago, the 
first chairman of the N. S. R. A. Styles Committee 
was Julius A. Goldberg of O’Connor & Goldberg, 
Chicago. His reappearance at this convention is 
good news and his remarks are good copy. We pick 
up the conference as he starts to talk: 

Mr. GotpBerc: We have just heard a great deal 
about style and you have enough colors to go by. If 
you try to copy all these colors, you are out of luck. 

It might be interesting to you to tell you that I 
just returned from Paris two weeks ago, so I may 
have some of the latest information that I can pass on. 

There is a great deal of talk over there about 
brown. In fact, they talked of nothing else but 
brown. Of course, we in America are more pro- 
gressive; we can’t run our stock on brown shoes. 
We have to go into other colors. In this country we 
have to modify things so that we can get decent sales. 

I just can’t see brown with blue. I can see it here 
and there in high styles and beautifully built shoes, 
hand made shoes and things of that kind. Of course, 
they are going to wear a lot of blues in dresses ; every 
conceivable shade of blue will be worn—shades that 
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The Voice of Style 


Fashion Forums at N. S. R. A. 
Convention Develop New Thoughts 


Julius Goldberg, who took an active part 
in the style discussions at Chicago 


Speaks from 
Chicago 


Vv 


heretofore the average woman thought were too 
harsh, too hard to wear. 

I remember the time when I wouldn’t wear the blue 
tie that I have on today because I thought there was 
a certain touch of blue in it that I thought I couldn’t 
or shouldn’t wear, but as you get to see all these 
colors of blues you can easily adapt yourself to the 
fashion of blues. 

I think they will wear patent leathers this season— 
with not too much ginger in them. I think they will 
wear some browns with a lot of these materials but 
I’d put very, very little trimming on them. If I were 
going to put a little white on them, I’d put very little 
white on. 

The only thing I think I’d carry in blues would be 
the darker shades of blue. I wouldn’t try to match 
any of the shades of blue that the clothes will call for. 
You can get the right shade of dark blue. There are 
a lot of leather kid manufacturers here today who 
have heard us as well as a great many other retailers 
complain about the right shades of blue. They 
haven’t come uniformly, so that you get a blue with- 
out the greenish cast to it. See that you have the 
right shade of blue—not too black, not too dark, so it 
will look black at night. 

I am yet looking for that kind of a kid. I am look- 
ing for that proper shade of blue. I suppose a lot of 
you will whisper that you have that shade of blue. In 
your samples, yes! 

If you have the right shade of blue where it runs 
uniform, you've got the thing right. 

I think you will sell blues away up into the sum- 
mer. Heretofore we thought we could put blues, 
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with a little white trimming on the blue. In Paris 
they told me they got stuck with a lot of them last 
year in the retail shops. There is some tendency 
toward brown, but I think there should be a little 
speck lighter shade than the dark shade of browns 
we have been running. It ought to be a speck lighter. 

MapDAME JEFFRIES. On what cast? 

Mr. GotpBerc: On the deep brown cast. 

MADAME JEFFRIES: Would it be on a chestnut, or 
with a gold cast? 

Mr. GotpBerG: You are asking me riddles; I 
can’t tell you now. I could tell it if I saw it. 

The smart bottiers in Paris are talking high col- 
ored shoes. They are talkirtg red for afternoon wear. 
They have talked it for a year. I haven’t seen any 
of them wear reds, but I have seen a lot of samples. 

There is some tendency to green, some tendency 
toward purples, plums, but they are very dangerous 
colors to deal with. 

Not that I say these things are going to be fashion- 
able. I am just telling you what I saw over there. 
All of these things should not be trimmed. If 
trimmed, they should be trimmed with the same colors. 
I favor more the solid colors or two-tone effects of 
the same color. 

I think that shoes are more fashionable, they are 
in more high style this year than ever before—pro- 
viding it is kept in good taste. It is all right, provid- 
ing they fit properly. 

If you say sandals are good—well, they have been 
very good in our stores. If it were not for sandals, 
for the past six weeks I don’t know where we'd be. 
But sandals have to be made right. If they are not 
made right, they are wrong and absolutely worthless. 
Sandals must be made right, and on the right lasts. 
And very, very few manufacturers have the right last. 

Sandals must be made on proper lasts.so that they 
fit properly, and you don’t have to carry them in all 
widths. You can jump a width if the lasts are right. 

I have to tell you that we sold close to seventy-five 
thousand pairs of sandals during the past five months, 
maybe four months, and we carried them all in two 
widths—and I don’t think we ever lost a sale because 
we couldn’t fit the customer. It was a sandal last 
that I had made in Paris, made by a man who is 
quite an artist. 

You asked me to talk about straps. I have per- 
sonally been off of strap shoes for over a year in our 
own stores, with the exception of staples—what little 
staples we handle. You must be very careful in tak- 
ing any of the things I suggest because I only think 
and my entire study is fashion. We carry in our 
stores very, very few—perhaps three or four styles 
of what we might term staples and the rest are fashion 
shoes. That is all I can talk about—fashion shoes. 

There are some straps made to sell, but the strap 
must be at the proper place. You must get a strap 
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USE CARE IN COLOR CHOICE 


At the N.S.R.A. Women’s Style Forum, Julius Goldberg of O’Connor 
& Goldberg, Chicago, gave his impressions on many angles of the 
style problem for Spring and Summer. He believes brown will be 
good but said it should be a trifle lighter than last season. He could 
not see brown shoes for the blue costume. 

Mr. Goldberg has recently returned from Paris and he predicted 
every conceivable shade in blue dresses. In selecting blue footwear 
he urged the retailers to be careful to get the right shade of blue, 
not too dark, so that it will look black at night, and without a 
greenish cast. 

“The only thing I'd carry in blues,” said Mr. Goldberg, “would be 
the darker shades of blue. | wouldn’t try to match any of the shades 
of blue that the clothes will call for. You can get the right shade of 
dark blue. There are a lot of kid leather manufacturers here today 
who have heard us as well as a great many other retailers complain 
about the right shades of blue. They haven’t come uniformly, so that 
you get a blue without the greenish cast to it. See that you have the 
right shade of blue—not too black, not too dark.” 

In sandals, Mr. Goldberg declared that the important requisite is 
to make sure of the right lasts. Personally, he said, he has been 
“off” strap patterns for a year, except for staple types. Straps are 
necessary, but not stylish, he said. Care should be taken to select 
patterns that give support at the arch. Lasts will continue to carry 
rounded toes in the better grades, Mr. Goldberg predicted. 

















that will support the arch. You must get the sup- 
port in here. Everyone of you in the retail business 
who have sold shoes have seen shoes fitted, have heard 
complaints. You must get support on the counter; 
the pull must be right up in the center, not back on 
the counter. 

As a style, I don’t think they are a stylish article. 
I think they are necessary to keep in your stores to 
handle. That is all I can talk to you about straps. 

MADAME JEFFRIES: What heels? 

Mr. Gotpserc: Mostly you will sell a shoe in 
seventeen eighths Cuban. The Cuban breasted type is 
the proper heel. But go very lightly on straps. 

MADAME JEFFRIES: Pointed last? Rounded toe? 

Mr. GotpBerG: In the higher grades, a rounded 
toe—the long, narrow toe I think is good in only cer- 
tain localities in our stores. That is a cheaper or 
perhaps a foreign element. The American woman 
doesn’t want a last over three inches long. 

Miss Puitiips: Do you think the popularity of 
the sandal and needing a special type of last, a special 
type of shoe, is influencing the shoe? Take types 
like oxfords and pumps. 

Mr. Gotpserc: The success of the proper sandal 
lasts will influence a great many of the changes in 
other styles of shoes. 

Mr. Persitz: What do you consider good widths 
in sandals? You say you buy them in two widths. 

Mr. Goitpserc: AA’s and B’s. 

I think if you will create a new name for what we 
used to term beige, you’d be able to sell such shoes 


when it gets warm. 
[TURN TO PAGE 52, PLEASE] 
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Merchandising with the Market 


[CONTINUED FROM PAGE 15] 


opposite. This is a situation that requires very care- 
ful observation on the part of all of us. 

3. Buying from fewer sources affords greater pos- 
sibility of cooperation from the manufacturers and 
wholesalers. In other words, more business placed 
with a few makes for a more worth-while customer. 
You have customers, and so have I, that we would 
go a long way to protect and accommodate because 
they are volume customers. The same holds true with 
the manufacturer and wholesalers. 

Fewer brands mean less duplication and, of course, 
less duplication means less mark-down. Uniformity 
of quality, which is usually the result of buying from 
a few sources, makes for more satisfied customers. 
This particularly applies to your men’s and children’s 
departments. 

You cannot afford to sacrifice variety of styles and 
patterns; therefore, great care must be exercised in 
the selection of a source or sources that will give you 
a wide selection. 

After you have selected the brand or brands that 

you intend to make your store headquarters for, and 
have made the proper tie-up, you will find as the days 
go by there is less sales resistance. It is going to be 
easier to sell the second and third pairs. You are 
going to be agreeably surprised at the increased turn- 
over you will get, enabling you to maintain a more 
complete size schedule. 
_In my stores we keep a perpetual inventory of 
sales by types rather than by styles or stock number. 
Every week I spend considerable time analyzing the 
sales of every type. I use a very simple system, 
namely: A minimum of one pair must be sold each 
week for every seventeen pairs in stock. This gives 
approximately a three times turnover. 

By the way, all my units are family shoe store 
stocks so that I am not speaking for the highly 
specialized store or department featuring just wo- 
men’s shoes or men’s shoes. 

I feel that a minimum of three times turnover is 
necessary in a family shoe store stock, and the family 
shoe store that is not making a three times turnover 
is in a dangerous condition. Therefore, I use this 
quick method of watching the sales of each group or 
type—in fact, the same method can easily be applied 
to the entire stock as a whole. 

This method can be further simplified by using a 
minimum of six pairs sold each week for every one 
hundred pairs in stock. This also averages a three 
times turnover. By making this analysis weekly, it 
won't take long to locate the type or group that is 
not giving proper turnover and by buying sparingly 
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for this group you will soon bring up the average. 
In our section I can see a marked improvement and 
the outlook is very much brighter than it was sixty 
to ninety days ago. 

Mr. Matues (St. Louis): I wonder if Mr. Craw- 
ford will tell us what groups or types he keeps in 
this special inventory he mentioned. 

Mr. CrawForp: We keep men’s dress in one 
men’s work, boys’ in another, misses’, children’s, and 
then the women’s we divide into three groups: The 
high style footwear and the corrective type, and we 
simply use others for the ’teen age shoes and other 
types. 

Mr. Rossins: (Bloomington, Ind.) : I’d like to ask 
about price ranges. You know there is a lot of talk 
about carrying a line of shoes at five, leaving out 
six, seven and eight, and jumping to ten. I’d like to 
hear your opinion on that. 

I will try to make myself a little more clear. I 
refer to a store that starts at ¥ and has a top notch 
price of $10. 

Mr. CrawrForp: I feel that is quite a step up. — 
past season when I saw the season was going, i 
three departments which we call high grade, we did 
sell merchandise up to twelve-fifty. Last season $10 
was the highest retail price. About the middle of 
November I found the $10 ones were not moving, 
and we grouped them at $7.50. That meant changing 
the $6 shoes, some of them, to five, and re-averaging 
the entire stocks—which I did, and I settled on the 
price of five and seven-fifty. 

Mr. Moore (St. Louis, Mo.): May I inject a 
thought right here? I think you brought out a very 
vital question there when you raised the question 
about the three times turnover being adequate under 
existing conditions or not. 

In carrying on a lot of research work, as we do in 
our organization in connection with the handling of 
315 family shoe stores, naturally we have undertaken 
to find out an answer to some of these vital questions 
in a definite, practical sort of way. There has been 
a lot of theory put out about turnover. We have 
found that it is just as important that you do not get 
too, fast a turnover in your store as it is that you get 
a fast turnover—a thing that I think has been over- 
looked a great deal. 

That happy rate of turnover is the maximum rate 
of turnover that you can maintain and at the same 
time provide a reasonable choice of selection covering 
the field that you try to cover, dealing purely from a 
standpoint of a family shoe store, and I assume that 
most of you are interested in that type of store. 


Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, Jan. 16, 1932 








Bo 
co! 





‘Let Shoe Lace Sales 
Pay Your Light Bill 


Everybody—men, women and children— 
uses shoe laces. Since most shoes require a 


second pair of laces they find a ready sale as 





replacements. The attractive margin of profit 
they pay will more than pay your monthly 
electric light bill. 


A complete line of soft finish, glazed and 
mercerized laces suitable for every type and 


grade of shoe. 


Tips may be either fab- 
ric, metal or celluloid. 
We recommend the re- 
cently perfected 


JOSCO FABRIC TIP 


—a small, neat tip that 
will enter any eyelet with 
ease. It has no shoulder 
to catch, scratch or tear 
and is absolutely water- 
proof. 


SHOE LACE COMPANY, LTD. 


(Successor to Joslin Mfg. Co., Established 1856) 
PROVIDENCE, R. I. 


SELLING AGENT 
UNITED SHOE MACHINERY CORP., BOSTON, MASS. 
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We find that there has been very, very slight shift 
in the rate of turnover necessary for profit, even 
under existing conditions, figuring turnover from the 
standpoint of the turn of number of pairs rather than 
figuring the dollars-and-cents angle. Too many peo- 
ple figure turnover by dividing cost of inventory into 
retail sales, and that, of course, is false. 

Figuring it on a pairs turnover, cost of sales divided 
by cost of inventory, we find the ideal rate of turn- 
over at the present time is still approximately three 
times a year. We have a number of stocks that are 
turning regularly: faster than three times a year and 
a number that are turning slower than that. We find 
that if you turn it faster than three times a year, on 
analysis of that stock and analysis of the sales, there 
are many places where the addition of a few pairs of 
shoes here and a few pairs there to the stock would 
materially increase the sales and the profits of the 
store. 

We find that if you get it slower than three times 
average turnover if you are fair with yourself you 
find yourself taking an increasing amount of depre- 
ciation on your stock at inventory time. 

I want to make one other point clear and then I 
am through. That is that three times a year turnover 
in a family shoe store does not mean that all lines and 
all departments should turn at the same rate. 

C. J. Menscu: The retailer today is beginning to 
think. He knows that he would ten times sooner do 
a $10,000 a year shoe business with a net profit, the 
sheriff idle, the manufacturers busy and the retailers 
smiling, instead of $100,000 a year, the factories idle, 
the sheriff busy, the retailer a grouch. 


Just today a man who is in this room told me he 
has last year closed his year with an increase of 


sales and a net profit. He has a certain line of shoes 
in his store that he turned six times. Fine. He is in 
the harness pulling like an engine, his entire organiza- 
tion with him; but can he maintain that 365 days for 
five successive years? I don’t know another retailer 
who has done it! 

Arthur Anderson has preached and talked, ever 
since I have known him, that the purpose of business 
is profit. Let’s have it in our mind and our system. 
Not what our neighbor is doing. 


CHAIRMAN Hauwn: I’d like to read an ad here 
from a merchant in a very small town. This man is 
Robert J. Vestal of Elyria, Ohio. My experience is 
that you find the best real merchants in the smaller 
towns. They’ve got to be good merchants! 


“Regardless of the fact that the year 1931 will go down 
in history as one when many good names were sacrificed on 
the altar of passing fad for cheapness, this store is not only 
maintaining but increasing its remarkable prestige in the field 
of good footwear retailing. 

“Vestal’s prestige was not bought or inherited. It has been 
gradually built up over a period of years. It is the accumu- 
lated good-will that has resulted from square dealing with 
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the public, specializing in the best shoes the market affords, 
giving all we can for the money instead of getting all we can 
for our merchandise, plus a fitting service that cannot be 


equalled anywhere. : ; 

“This enviable reputation for fitting, style, quality in fitting 
is too big an asset in the shoe business to be carelessly thrown 
away. To hold it is commendable; to increase it is notable, 
especially in these times. 

“Therefore, this establishment will not cheapen its mer- 
chandise. We intend to continue in the future as we have 
in the past—a business of selling good shoes. 

“Most of our lines this season are priced lower than a year 
ago; they are priced lower than the news leather prices and 
present labor scales justify. They are priced lower, we sin- 
cerely believe, than they will be a year from now. f 

“We do not know of anything you buy where this simple 
little rule does not apply: You get just what you pay for. 

“Fifteen dollar shoes for $6.98 and $10 shoes for $3.98 is 
just unadulterated hokum. You can take our word for it; 
we know and we are telling you!” 


I think that is a splendid advertisement. 

This matter of a three season plan is simply an- 
other effort to hold our inventories down to the basis 
of quicker turnover. 

In order to hold down women’s shoe stocks to the 
low ebb necessary today, I find in our own case that 
we have to change our entire buying and merchandis- 
ing plan. I find that our merchandising seasons have 
not fitted in with women’s buying habits nor with the 
merchandising plans of other women’s wear depart- 
ments. As a result, we have had to take larger mark- 
downs than we should in order to get the proper 
turnover. 

Women today divide their purchases of clothes and 
accessories into three major seasons about equally 
divided. In our locality they start buying their spring 
apparel about Dec. 15, their Summer clothes about 
April 15, and their fall and Winter wear about 
Aug. 15. 

Other women’s apparel industries have changed 
their seasons accordingly. They make their first 
showing of the season’s merchandise early and fol- 
low each of these three seasons with a clearance sale. 
The shoe business, however, still more or less adheres 
to the two season plan, which does not fit in. 

Of course, we all recognize the three season ten- 
dency in our buying. Still, our selling plans do not 
fit in properly with these three seasons. 

I know that in our own case we have to take 
drastic mark-downs on our early Spring merchandise 
in order to dispose of it during our July clearance 
sales. The only merchandise that we sell freely during 
these sales is white and Summer shoes, which we 
should be selling at a profit. 

The actual results of our experience this Fall have 
shown us that we have been able to merchandise more 
profitably under this plan. I feel sure that the carry- 
ing out of this three season plan during the Spring 
and Summer season will prove to us conclusively. that 
we will take less mark-downs and merchandise on a 
much lower inventory basis by means of this three 
season plan. 
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ARNOLD'S 


NEW PRICE RANGE 


‘es TO 519 


NOW IN EFFECT 


In keeping with the times, the M. N. Arnold Company now offers you 
new styles, new values, and a new retail price range from $8.50 to 
$10.50, for 1932. 


Arnold Glove Grip Shoes and Arnold Authentics are outstanding in their 
unique combination of the comfort of the famous Glove Grip principle 
and the style and quality of Stetson tailoring and fine workmanship. 





























The complete line, with several new numbers added, will be backed 
by the same exceptional service from our in-stock department. Write 
for our latest In-Stock Catalog with the 1932 prices. 


M. N. ARNOLD COMPANY 
A Division of The Stetson Shoe Company, Inc. 


SOUTH WEYMOUTH. MASS. 


ARNOLD GLOVE GRIP SHOES 


FOR MEN AND WOMEN 


¢ ARNOLD AUTHENTICS - 
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Whittemore Heads Shoe Travelers 


President of Boston Group Chosen at Milwaukee 
to Lead National Association—Speakers See 
Salesmen’s Importance Enhanced in Today's Situation 


J ohn S. Whittemore, 


president of the Boston Shoe Travel- 
ers’ Association, was elected to suc- 
ceed Joseph Kalisky of Chicago’ as 
president of the National Shoe 
Travelers Association at the closing 
session of the twenty-first annual 
convention of the N.S.T.A., held 
Jan. 8 and 9 at the Hotel Plankinton, 
Milwaukee. 

Everett H. Moody, San Antonio, 
Tex., was elected vice-president and 
T. A. Delany, Boston, continues as 
secretary-treasurer. This marks the 
twelfth term of Mr. Delany, who as- 
sumed the duties of treasurer in ad- 
dition to those of secretary, follow- 
ing the death of Dave Davis of Chi- 
cago. 

Hotels and railroad rates, trans- 
portation and baggage charges and 
trade cooperation were among the 
more important subjects considered 
at this meeting. The convention was 
opened with an address by President 
Kalisky in which he spoke of the ef- 
forts made to organize associations in 
Peoria, Ill., and St. Louis. Indica- 
tions are that local associations will 
be formed in both cities in the near 
future, it was stated. 

Mr. Delany, in his report, told of 
what the association has been doing 
in an effort to secure reduced hotel 
and railroad rates for shoe treavelers, 
also a better baggage checking ser- 
vice. He read letters from various 
shoe manufacturers who were in ac- 
cord with these efforts of the associa- 
tion. He further outlined how the 
association has assisted members in 
collecting claims from railroads. and 
how it has aided in finding positions 
for salesmen who were out of work. 
The employment bureau, he said, has 
been called upon during the past year 
to operate more energetically than 
before. 

The principal speaker at the morn- 
ing session on Friday was A. H. 
Geuting, president of the National 
Shoe Retailers Association. Distri- 
bution is the greatest factor in busi- 


y_ fe M&F 


as 


JOHN S. WHITTEMORE 


New President of National Shoe Travelers 
Association 


ness today, Mr. Geuting stated. He 
pointed out how this problem could 
be solved through having the right 
gcods at the right time and in suffi- 
cient quantities. The shoe salesman 
is one of the most important factors 
in the set-up today and it is impos- 
sible to get along without his aid and 
cooperation, Mr. Geuting said. 

Mr. Geuting stressed the fact that 
neither style nor price, but service is 
the proper basis upon which to build. 
He pointed out that his firm oper- 
ates on this basis and has 80,000 of 
the best families in Philadelphia on 
its books. He said his concern de- 
liberately changes prices from season 
to season so that their customers do 
not become accustomed to set prices. 
In addition to the fundamental re- 
quirements of a successful store, such 
as location, good merchandise, fair 
price, clean store, etc., the biggest as- 
set to a store, according to Mr. Geut- 
ing, is real honest-to-goodness cour- 
tesy and hospitality, coupled with 
good service and dependability. 

The traveling man should be of 


service to his customer in a manner 
similar to that in which the retailer 
serves his patron, Mr. Geuting said. 
He should operate on a service basis 
and help the retailer to make a profit. 

The National Shoe Retailers As- 
sociation, Mr. Geuting said, is inter- 
ested in the shoe industry as a whole 
and the shoe travelers should make 
an effort to bring every shoe mer- 
chant into the organization. 

Following a greeting and pledge 
of cooperation by B. C. Bowen of 
Boot AND SHOE RECORDER, the after- 
noon session was opened with the re- 
port of J. J. Kaltenbrun, Columbus, 
Ohio, chairman of the education 
committee, which was read by E. C. 
Bigelow of the same city. Stress was 
laid upon the fact that the shoe trav- 
eler today must work harder and 
with greater intelligence. He must 
sell the retailer properly, avoiding 
overloading, and must cooperate in 
bringing about a reduction of travel- 
ing expenses. 

“Formerly the shoe salesman could 
spend from 12 to 14 weeks on the 
road visiting his customers and sell 
an entire season’s merchandise in ad- 
vance. Now all is changed; we must 
visit the customer oftener, must work 
harder and with more intelligence in 
securing new customers and must in 
every way change our mode of work 
to secure the greatest results in the 
sale of our footwear,” Mr. Kalten- 
brun stated. 

L. L. Imig, Milwaukee, chairman 
of the hotel committee, stated that 
some hotels have already reduced 
their rates and others undoubtedly 
will. The members, he stated, must 
get behind the movement and demand 
lower rates where they are too high. 

The report of the membership 
chairman, D. V. Griesheimer of De- 
troit, was read by Joseph Kalisky. 
He asked for the support of each 
local in securing new members and 
stressed that the insurance provision 
is a big selling point. 

“Our insurance, in the minds of 

[TURN TO PAGE 55, PLEASE] 
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Style Shoes 


—in a wide array of alluring spring patterns, is 
the season’s surprise line of $5 and $6 retailers. 








It 1s the answer to— 


“PROFITIZE YOUR BUSINESS” 






ON DISPLAY AT THE FOLLOWING CONVENTIONS 


4 








I 






Mid-Atlantic Convention Northwest Shoe Retailers Convention 
Benjamin Franklin Hotel, Philadelphia Hotel St. Paul, St. Paul, Minn. 
Jan. 18, 19, 20 . Jan. 18, 19, 20 
Daniel Mayer and Arnold Kline Joe Russell 





3 | 


Texas-Oklahoma Convention 
Adolphus Hotel, Dallas, Texas 
Jan. 25, 26, 27 
Morris Kalmon, |. V. Dreyfus, 
| : W. A. Stewart, Chas. Toppino 


4 5 










Indiana Shoe Travelers Annual Conven- Ohio Valley Shoe Retailers Assn. 
tion and Style Show Annual Convention 
Claypool Hotel, Indianapolis Deshler-Wallick Hotel, Columbus 
February 1 and 2 February 8 and 9 
Ed Lippman Morris Kalmon, Ed Lippman 























a PARAMOUNT SHOE MFG. CO., St. Louis, Mo. jig 
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LITTLEWAY LASTING 
ELIMINATES TACKS 


SHANK —_ FOREPART 


PERFECT PREPARATION 
SOLE ATTACHING 


by 


LOCKSTITCH 
as 


CEMENT 


THE LITTLEWAY PROCESS CO. 
140 Federal Street 


BOSTON 
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NATIONAL NEWS 


» HOW’S BUSINESS 4 


November Production Drops 


WASHINGTON—Production of boots 
and shoes in the month of November, 
as reported to the Department of Com- 
merce, totaled a little over 18,000,000 
pairs, as compared with 25,000,000 
pairs in October, 1931, and 18,000,000 
pairs in November, 1930. For the 
period from January through Novem- 
ber, last year, production was 3.5 per 
cent ahead of the same period in 1930. 


NOVEMBER, 193) 
PRODUCTION OF FOOTWEAR, OTHER THAN RUBBER,BY MONTHS 
1929, 1930 AND 1931 


Production of men’s shoes showed a 
drop of 0.1 per cent for the January- 
November period last year compared to 
1930; boys’ and youths’ shoes a gain 
of 7.5 per cent; women’s shoes a drop 
of 0.1 per cent; misses’ and children’s 
a gain of 5.6 per cent; infants’ shoes a 
gain of 0.1 per cent, fabric shoes a gain 
of 81.5 per cent; slippers a gain of 0.4 
per cent, and barefoot sandals a gain 
of 37.4 per cent. 


a 
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SATURDAY, JANUARY 16, 1932 


Rochester Area Brighter 


RocHESTER, N. Y.— The industry 
looked up in western New York last 
week after a bad month. 

Manufacturers began to sell surplus 
stock at cost at about the same time a 
burst of Winter weather helped retail- 
ers to sell shoes that had been on their 
shelves. A number of factories that 
had been shut down opened cutting 
rooms, while several bigger manufac- 
turers jumped from a three-day to a 
four-day week. 

George Willkins, associate general 
manager of the United Shoe Machin- 
ery Corporation, reported factories had 
jumped from 30 per cent to nearly 70 
per cent capacity production within the 
last month. Binghamton tanneries are 
operating at capacity and _ reports 








SHOP TALK 
by 
H. F. B. 


We've just been looking 
Over a big pile of 
Clippings of shoe 

Ads from al! parts 

Of the country. 


We hate to confess it, 
But it looks as if 

The shoe trade has 
Lost its imagination. 


Clearance sales are necessary, 
But can’t they be 

Advertised with a 

Novel twist to them? 


Ninety-eight per cent 
Of the clearance ads 
Were just blatant 

Howls of unusual 

Price reductions, and 
Somehow or other we 
Didn’t believe the shoes 
Were really such bargains 
After all. 


Surely, a shoe doesn’t 
Lose all style value 
Just because it’s marked down! 





EVERY WEEK 


reaching Rochester last week said work 
has begun on rebuilding the England- 
Walton Tanning Company plant, whose 
buildings were destroyed by fire sev- 
eral months ago. 


Walk-Over Sales Lower 


BROcKTON—Geo. E. Keith Co. and 
subsidiaries, Brockton shoe manufac- 
turers, report for the year ended Oct. 
31, 1931, total sales of $12,200,000, 
against $15,600,000 in the previous 
year; $18,800,000 in 1929; $17,900,000 
in 1928; $18,500,000 in 1927 and $18,- 
400,000 in 1926. Decline in sales in 
1931 year was 21.8 per cent compared 
with 1930. 

Surplus as at Oct. 31, 1931, was $3,- 
230,246,—a reduction of $641,746 after 
payment of three quarterly dividends 
on the $4,246,600 of 7 per cent pre- 
ferred stock. No payments have been 
made since the July 1 disbursement. 
Dividends, if any, on the 40,496 no-par 
common shares, which are held by the 
management, are never published. 

Current assets at close of the fiscal 
year amounted to $6,113,106 with cur- 
rent liabilities of $1,802,325, giving 
working capital of $4,310,781 and a 
ratio of 3.338 to 1. “Net quick” as at 
close of the previous fiscal year 
amounted to $5,889,584, against $6,542,- 
944 at end of the 1929 period and $7,- 
063,583 in 1928, 


Improvement in Columbus Factories 


CoLUMBUS, OHIO—A_ considerable 
feeling of optimism is shown among 
the shoe factories of Columbus and a 
number of the plants are getting busy, 
both on immediate orders and on Spring 
business. 

The H. C. Godman Co. reports a 
good run at its various units in Colum- 
bus and Lancaster with orders coming 
in briskly from the travelers. 

The G. Edwin Smith Shoe Co., which 
distributes its product through the 
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Nisley Shoe Co. stores, reports a full 
run at both the Columbus and Newark 

' (Ohio) factories of slightly more than 
6,000 per day. The company operates 
a chain of 57 retail stores in the prin- 
cipal cities. 

The Walker T. Dickerson Shoe Co. 
is also having a good run with good 
prospects for the Spring business. 

Lape & Adler are having a good run 
at its factory on South Fourth Street 
and prospects for the Spring trade are 
reported as very encouraging. 

The Thoman Shoe Co., of which Louis 
Thoman is head, is also running not only 
at full time but with some extra time. 

The company reports the best Novem- 
ber and December in several years. 





Merchants Bought with Confidence 


CHICAGO—At the N.S.R.A. Conven- 
tion, Devine & Yungel Shoe Mfg. Com- 
pany of Harrisburg, Pa., reported an 
enthusiastic reception of their new 
Spring line. 

“We had more action,” said W. J. 
Devine, “at this convention than at any 
where we have exhibited. Merchants 
bought with confidence regarding the 
future business prospects.” 

The representatives in attendance 
were Wylie Creel, Ronnie Mermelstein, 
R. R. Seel and Walter J. Devine. 
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Spring Hosiery Colors 


New YorkK—Nine new colors will 
be portrayed in the 1932 Spring Hosiery 
Card now in preparation, it is an- 
nounced by Margaret Hayden Rorke, 
managing director of the Textile Color 
Card Association. Advance swatches 
of these shades were recently sent out 
to members in the hosiery industry. 

The Spring hosiery tones have been 
especially chosen because of their smart 
harmonizing or contrasting qualities 
with the fashionable shades in textiles, 
garments and shoes for the coming sea- 
son, thus assuring correct color coordi- 
nation in the ensemble. 

The new hosiery colors are: 

ALLEGRESSE — Medium __ grayed 
beige of slight mauvish cast. 
This town shade was particularly 
chosen to complement the Admir- 
alty Blue shoe and costume in 
navy, such as Cruiser Blue and 
Anchor Blue, or one of the new 
bright blues in the range of Mo- 
naco Blue and Royal Blue. It is 
also correct with the black shoe 
and costume. 

FAWN BROWN — Light neutral 
brown of the fawn family for 
town wear, harmonizing especial- 
ly with the Fawn Brown shoe, 
but equally appropriate with 
darker leathers, such as Indies 
Brown. This hosiery color offers 
a smart contrast to the costume in 
neutral beige, such as Stringtone, 





NOONTIME—Subtle 
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USING UP THE RESERVES 



























































Here’s a picture that should gladden the hearts of shoe retailers in New York City. 

It shows a portion of the shoe repairing room in the warehouse of Emergency Un- 

employment Relief Committee, where shoes, donated by citizens are being put into 

shape by emergency relief work, to be distributed to the needy. This will take out 

of New York closets many thousands of pairs of partly wearable shoes which will 
have to be replaced by new footwear before long. 





or green of slight olive cast, which 
include Endive Green and Olive- 
skin. 

SUNBEIGE—New version of a sun 
tone, in the warm medium beige 
range. This is a_ particularly 
smart shade to accompany active 
and spectator sports shown in all 
white and white combined with 
Sunrust, Swagger Brown, or one 
of the brilliant “Sun” colors, such 
as Hi-Li Red, Biscay Blue, Cabafia 
Green, Tropic Yellow and Orange 
Glow. Sunbeige hose may also 
complement the vibrant dress 
hues, such as Pirate Green, Love- 
Apple and Absinthe Green, and 
the light warm browns like Sugar 
Brown. 


NASSAU—Medium beige tone of 


soft blush cast. This shade har- 
monizes smartly with the new 
light beiges for costumes, includ- 
ing Flesh Beige and Beige Rosé, 
and the reds of bluish cast, such 
as Redcherry. It is also appro- 
priate for sports and evening wear 
with white or pastels in the range 
of Coral Shell, Dream Blue and 
Blossom Pink. 


MAGIQUE—Very new interpreta- 


tion of a warm, light brown of 
coppery cast, especially created to 
wear with the Sunrust or Swag- 
ger Brown shoe. As a _ high 
fashion shade, it will be worn 
with costumes in white and 
vibrant sports hues, such as 
Spanish Orange and Lemon Juice, 
and for townwear, it blends with 
the light rust hues in the gamme 
of Rustglow and Rose Copper. 

light putty 
shade, harmonious with the Pla- 
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tine shoe and Lido Grey costume, 
as well as with black and the 
blue range, including Nassau 
Blue and Regiment Blue. This 
neutral tone may also complement 
the pastel shades, and especially 
the new blues with a slight violet 
cast, such as Lugano Blue and 
Antibes Blue. 

CARIBBEE—Rich, warm _ brown, 
the deepest of the new shades. 
This high fashion color will be 
smart for early Spring wear with 
the Indies Brown shoe and the 
new costume browns, including 
Chocolate Cream and Araby 
Brown, as well as the rust gamme. 


SHELL—Delicate pinkish nuance, 
the same soft blush tint as the 
shoe and leather color by this 
name. This tone is equally har- 
monious with sports and evening 
costumes in white, pastels and 
“Water-Color” nuances, such as 
Blanc Rosé, Water Blue and Pearl 
Pink. 

SANDWHITE—New rendition of 
“off-white,” suggested by the fine 
white sand of tropical beaches. 
This pale tone will be popular for 
Summer wear with the shoe and 
costume in white and other light 
sports shades. 


In addition to the above, the follow- 
ing nine colors from past seasons are 
recommended for continued promotion 
because of their successful merchan- 
dising qualities: Tropique, Smokestone, 
Matinée, Tahiti, Sandee, Moonbeige, 
Interlude, Putty Beige and Light Gun- 
metal. 
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Make the 
New Lexington 
Hotel your 
New York City 
Headquarters 
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An atmosphere of quiet dignity 
pervades the Hotel Lexington. 
Here one lives luxuriously yet at 
rates that promote real economy. 
Its convenient locality, perfect 
cuisine and excellent appoint- 
ments meet your every demand. 


For One Person 
$350 = $4 = $5 7 $6 One”, for the merchant to get better prices is 


for him A carry the merchandise that brings the 
price. e Pee-Chee Three—White Cleaner, Neutral 

For Two Persons Creme, Kid Glaze—have the reputation for quality, 
Only $1.00 Additional, Any Room. and are retailed the country over at full price, full 
profit. Sell merchandise that is not in the cut price 


Each with private bath (tub and shower) class, and your price curve won’t get “fallen arches”. 
Get Pee-Chee preparations from your jobber. 


THE PEE-CHEE CLEANER MFG. CO. 
Cleveland Ohio 


HOTEL 
texincton Peg-Chee 
LEXINGTON AVENUE AT 48th ST., NEW YORK CITY TT H ITé SHOS CLE ANER 


Frank Gregson, Manager J. Leslie Kincaid, Presider? 


Direction of American Hotels Corporation hi d Gl az e......[] eut ral Cr, em é 
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circulating ice water, mirrored doors 











Men’s Shoes 























1 ONLY” 


EAST WEYMOUTH,MASS. U.S.A. 











“A MAN’S DECISION” WELp 


THE , iW 


Men’s 
Fine 
oes 
Old 
Colony 
Shoe Co. 
Brockton, 
Mass. 
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Boston—183 Essex Street 
N. Y.—915-917 Marbridge Bldg. 




















WHERE TO BUY 











Central Travelers Elect 


The Central Association of Traveling 
Shoe Salesmen, with headquarters at 
Hotel Savoy, Kansas City, Mo., held 
their election on Dec. 19. The follow- 
ing officers were chosen: F. E. Hart, 
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\ RP SHOE 
(?) ror MEN 
M. A. PACKARD CO., Makers (P) 



















FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 
































NETTLETON 
Shoes of Worth 
A. E. NETTLETON CO. 


H. W. COOK, President 












Syracuse, N. Y., U. S. A. - 
MEN’S FINE SHOES EXCLUSIVELY 

















Stacy Adains Co. 
Manufacturers of 
MEN’S FINE 

SHOES 


Brockton, Mass. 

































Richards & Brennan Co, Randolph, Mass. 


























president; C. W. Campbell, vice-presi- 
dent; J. R. Sells, secretary and treas- 
urer. The following directors were 
elected: C. H. Russell, chairman; 
James Duval, Fred H. Maatsch. 

Mr. Hart is a former president of 
the Indiana association. He lives in 
Kansas City. Mr. Campbell travels 
for Hamilton-Brown Shoe Co. 





Sell New Slipper Line 


J. J. Goldenberg and Sol J. Golden- 
berg, representing the Paragon Slipper 
Co., Inc., 105 Worcester Street, New 
York, are calling on the volume trade 
between New York and St. Louis with 
their new line of boudoir slippers to re- 
tail at 39 and 50 cents a pair. 





To Sell Bressler Line 


BROOKLYN, N. Y.—Beginning Jan- 
uary 11, Walter H. Magee, formerly 


Unified Action in Insolvencies 


NEw YorkK—Thirty-four members of 
the Tanners’ Council of America, with 
probability of more, have organized a 
group for the purpose of effecting 
closer cooperation among creditors of 
insolvent estates. The group has re- 
tained C. Edward Benoit as its counsel. 

For cases where members are cred- 
itors of insolvent shoe manufacturers 
in the metropolitan New York district, 
the group has adopted the following 
principles of guidance: 


(1) To thoroughly investigate all 
cases through its counsel, C. Ed- 
ward Benoit; 

(2) To assist honest debtors in the 
settlement of their affairs; 

(3) Not to settle with, but to cause 
the prosecution of dishonest 
debtors, i.e., those who have is- 
sued materially false financial 
statements, concealed assets with 
intent to defraud, or recklessly 
dissipated assets; 

(4) To vigorously oppose assign- 
ments by debtors to collection 
agencies and privately operated 
bureaus and to insist upon cred- 
itor-control of liquidation of in- 
solvent estates; 

(5) To act in unison wherever mem- 
bers are creditors. 

The formation of this group and its 

recognition of these principles is the 
result of a survey made by the Tan- 
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< ON THE SELLING END « 


News of the Travelers and Sales Activities 


of Wm. Taylor Son & Co., of Cleveland, 
Ohio, will sell the line of Bressler Shoe 
Co., Inc., throughout the Middle West. 





Allen Heads Northwestern 


MINNEAPOLIS— Fred W. Allen has 
been elected president of the North- 
western Shoe Travelers Association. 
At the same meeting, in the Minneap- 
olis clubrooms, C. W. Sheldon was 
elected vice-president. Henry Thorson 
was reelected secretary. Directors 
chosen are M. S. Ellenstein, Ross 
Bates, J. W. Bates, Charles Swenson, 
E. L. Clark and L. R. Record. Mr. 
Bates is head of a membership com- 
mittee. New members are reported as 
follows: Claude Sheldon, Rice-O’Neill 
Shoe Co.; G. G. McCoy, Johnson, 
Stephens & Shinkle; D. P. O’Connell, 
Krippendorf Dittman Shoe Co. 


Houlihan With Artisan 


RocHEsTER, N. Y.—James H. Houli- 
han, former salesman for the F. S. 
Elam Company, now closed, has been 
named to cover New York, Pennsyl- 
vania and Ohio for the Artisan Shoe 
Co. 











ners’ Council of America of the losses 
caused to the tanning industry. The 
survey shows that the correction of 
existing evils can be accomplished only 
by such unified action as has now been 
determined upon. 





New Store in Harrisburg 


HarrispurG, Pa.—C. B. Rodney has 
awarded the contract for the construc- 
tion of a new shoe shop in the E. 
Mather Estate Building, 204 Walnut 
Street, this city. The new store will 
be ready for use about Feb. 15 and 
will handle shoes for men, women and 
children. The present Rodney store at 
34 North Third Street, dealing in 
women’s footwear exclusively, will be 
closed, as well as the Rodney shoe store 
for men on Court Street. Mr. Rodney 
has been engaged in business here for 
17 years. 

The main storeroom, 30 feet wide 
and running 108 feet beyond the dis- 
play windows, is larger than the com- 
bined space of Rodney’s two existing 
stores. Higher grade shoes will be 
shown on the ground floor, which will 
be carpeted and surrounded with cab- 
inét makers’ latest creations in French 
walnut fixtures. 

The basement, accessible from an or- 
nate staircase, will be decorated in har- 
mony with the main floor. 
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DATES AHEAD 


Middle Atlantic Shoe Retailers’ Association 
Convention, Hotel Adelphia, Philadelphia,. Jan- 
uary 18, 19 and 20, 1932. 

_ Northwestern Shoe Retailers Association Con- 
vention, Hotel Saint Paul, St. Paul, Minn., Jan- 
uary 18, 19 and 20, 1932. 

Joint Conventions of Texas and Oklahoma 
Shoe Retailers Association, and Southwestern 
Shoe Travelers’ Association, Adolphus Hotel, 
Dallas, January 24-27, 1932. 

Annual Convention and Style Show, Indiana 
Shoe Travelers Association, Claypool Hotel, In- 
dianapolis, February 1 and 2, 1932. 

Ohio Valley Shoe Retailers Association, Desh- 
ay Hotel, Columbus, Ohio, February 

and 9. 


ABOUT PEOPLE 
Says High Heels Are Harmless 


NEw YorRK—A United Press despatch 
from London, printed here, credits Dr. 
B. P. Roth, noted orthopedic surgeon 
of the Miller General Hospital, Green- 
wich, England, with the statement that 
high-heeled shoes are harmless to 
women. 

The despatch follows: 


“Reading a paper to a section of the 
Royal Society of Medicine, Dr. Roth 
stated that more than two-thirds of the 
civilized women of the world wear high- 
heeled shoes, and when asked why they 
wore them, most women replied that 
high heels look smart, are fashionable, 
make the feet look smaller, and are 
much more comfortable than flat heels, 
especially when standing. 

“He said he could give no credence 
to the suggestion of objectors that a 
high heel causes alterations in the 
spine and abdominal viscera. For 
walking, a heel of about two inches is 
more comfortable than a flatter heel, 
provided the ground is fairly smooth,” 
he declared. 

Not the slightest evidence of harm 
resulting from high-heeled shoes was 
forthcoming from Dr. Roth, but he said 
that a more likely cause was badly 
fitted footwear. 


Made Assistant Buyer 


CoLUMBUS, OHIO—Edward T. Jones, 
who has been taking a special course 
in Ohio State University, has been 
made assistant buyer of the woman’s 
shoe departments of F. & R. Lazarus & 
Co., succeeding B. W. Kaufmann, who 
resigned the first of the year. 


Moss With Coon 


RocHEsTER, N. Y.—Vernon H. Moss, 
associated for several years with west- 
ern New York manufacturing concerns, 
has been added to the merchandising 
department of the W. B. Coon Com- 
pany. 
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Excelsior Directors Re-elected 


PORTSMOUTH, OHIO—AIl former di- 
rectors were reelected at the annual 
stockholders meeting of the Excelsior 
Shoe Co., held January 5. They are 
J. W. Bannon, Blaine Mathews, F. L. 
Williams, E. J. Daehler, A. L. Mercer, 
C. J. O’Neill, J. D. Williams, Evan C. 
Williams and F. D. Drew. Officers of 
the Company express optimism over 
the prospects for volume during 1932. 


Langley Buys Lieber Store 


St. Paut—J. M. Langley, of the new 
local shoe retail firm of Port-Lang 
Shoes, Inc., has bought the shoe de- 
partment of the Harry F. Lieber store, 
Wahpeton, N. D. Mr. Langley had al- 
ready bought a shoe department at 
Fergus Falls. 


Tankersley Succeeds Davis 


BIRMINGHAM —H. W. Tankersley, 
buyer for Herman Saks & Son, has re- 
signed and is now managing the three 
shoe departments at Loveman, Joseph 
& Loeb, succeeding Jack Davis. The 
departments over which he will have 
control are the men’s department and 
the two ladies’. 

A successor to Tankersley at Herman 
Saks has not been appointed. 








NEW ADVERTISING 





OG RHUMBA 


SHOES Afstep 


INTO. FASHION 
OG; MONDAY 


RHUMBA IS GLORIOUSLY NEW 
-SUPERBLY BEAUTIFUL! 


in attuned to the times... in BLACK and BROWN . .. bewitchingly lovely in appearance and 
yet 10 wnesoally in it service, being demp-prool ond capable of retesming ita onginal shapelinew 
and lustre for an inhitely long period RHUMBA will be on instentaneous hit. . . it will become the 
fashion rhythm of the new seston! O-G RHUMBA SHOES ARE FEATURED AT SALE PRICES— 


—and just think 


THEY ARE MADE WITHOUT A 
SINGLE STITCH IN THE SOLES! 


The acknowledged Modern and Nationally Approved Method of Shoemaking! 








AT 


This marvelous, new achievement of successfully cementing uppers and soles together 
. «and is the direct result of more than 25 


etthest scoma, stiches, colle... 
flexible, fit wonderfully and hold their shapeliness longer. Wear them once . . . a 
you'll weer them always! 


O'CONNOR & GOLDBERG 


205 STATE STREET, SOUTH, at Adems Street 
4040 MADISON ST. Wet 4616 SHERIDAN ROAD = 495 E. SIXTY. THIRD ST 6348 HALSTED ST, South 
3900 LAWRENCE AVE. 159 MADISON ST, Wee 385 ROOSEVELT ROAD 1959 MILWAUKEE AVE. 


17 O-G STORES IN AND ABOUT CHICAGO 





On January 3, O-G of Chicago opened the new 
year in shoes with a new style of advertising. 
One of the ads is reproduced above. 
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WHERE TO BUY 


Shoe Forms 


hE OS 


‘Fairy Forms, 


FOR SHOES AND HOSIERY 
made from white, 
transparent or colored 


FAIR YLITE 
Shoe Form Co. Ine., Auburn,N.Y. 
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WHERE TO BUY 


Men’s and Women’s 


Slippers 


i 





Men’s Hand Turned Slippers 
ROMEOS EVERITS OPERAS 


ALL LEATHERS $2.00 to $2.50 
GOLDEN BROWN KID —IN STOCK 


ROTH SHOE COMPANY 
MANUFACTURERS 
50 N. FOURTH ST. PHILADELPHIA 

















W. 8S. CHASE & SONS, INC., 
HAVERHILL, MASS. 
Men’s Full Leather Lined 
Handturned Slippers 
Priced from $1.85 
Kid Pullman Slippers, 
colors and Black with 
Snap Pocket $1.50 
Zipper Pocket $1.70 








HORCO SLIPPERS are made better— 
and sell better—than any other slippers 
on the market in the popular price 
class. Samples on Request. 


VINCENT HORWITZ CO., Inc. 


64-76 W. 28rd St. New York City 
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WHERE TO BUY 
Athletic Shoes 
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€THCO 


GYM SHOES 
No. C&855—All sizes in stock 
for immediate delivery. Write 
today for complete catalog 
of ATHCO Athletic Shoes. 


t Athletic Shoe Co. 
mw 914 N. MarshfieldAve. 
Chicago, lil. 
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WHERE TO BUY 


Vamp Easers 
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Vamp f:zers 


f 





Vamp_ Ezers are curved strips of soft 
felt with serrated edges, gummed, ready 
to attach instantly. Relieve pressure from 
underside of vamp at edge. 2 Dozen 
pairs, in individual attractive packages, 
on one display card, $1.60. 

Address The Pats Co., Danbury, Conn. 
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WHERE TO BUY 


Children’s Footwear 
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PATENTED 


SHOES 


Finest Quality Children’s Shoes 


M. f. ed ly since 1892 





by 


SHAFT-PIERCE SHOE CO. 
FARIBAULT, MINN. 














ASS 
CHILDRENS 
FOOTWEAR 












MRS. DAY’S IDEAL BABY 


SHOE CO. 
Soft Soles — Inter- 
mediates. Hard 
Soles— infancy to 
four years! 


Danvers, Mass. 











Children’s Fine Goodyear Welt Shoes 
Mode by 


THE GILBERT SHOE Co. 
THIENSVILLE, W'S. 




















Repairers Boost “Good” Shoes 


BIRMINGHAM, ALA.— The Master 
Shoe Repairers of Jefferson County 
have been organized here with election 
of officers and mapping out of a pro- 
gram of approach that will make the 
public “shoe conscious.” The organ- 
ization has adopted as its slogan, “It’s 
smart to buy good shoes and keep them 
repaired.” Officers of the new unit are 
Harry Chambers, president; Paul 
Schilicci, vice-president; Jacob Kow- 
istz, secretary, and D. D. Edger, treas- 
urer. The purpose, as outlined by the 
officers, is to study the needs of the 
public so as to serve better and to dem- 
onstrate that shoes can be rebuilt prop- 
erly. The majority of the shops here 
are equipped with machines which en- 
able them to turn out shoes with fac- 
tory-like finish and only shops so 
equipped will be eligible for member- 
ship. 





Digging Up Old Shoes 

WASHINGTON—The Social Group who 
have undertaken to obtain all the old 
worn shoes in Washington, D. C., re- 
habilitate them and distribute them to 
the jobless where they will do the most 
good, have distributed twenty thousand 
pairs since November 1. 

Aside from the good the jobless will 
get from these discarded shoes it is 
helping to rid closets of old, worn shoes, 
and it will stimulate the sale of new 
shoes. 

On Jan. 14 this same group held a 
social affair at the Mayflower Hotel, 
the admission being one dollar and an 
old pair of shoes. 





Win Safety Prize 


RocHESTER—Dunn & McCarthy, Inc., 
manufacturer of Enna Jettick shoes, 
last week was named group trophy win- 
ner for the Auburn district in the sev- 
enth annual statewide accident preven- 
tion campaign conducted by the Asso- 
ciated Industries of New York State. 

The Robinson-Bynon Shoe Company 
and Marshall, Meadows & Stewart, both 
Auburn shoe manufacturing firms, re- 
ceived 100 per cent ratings. 





New “Friendly Five” Store 


BIRMINGHAM — Remodeling of the 
store building at 721 North Nineteenth 
Street has started and when completed 
will be occupied by the Friendly Five 
shoe store. The store will probably be 
open for business about Feb. 1, or as 
soon thereafter as possible, depending 
on how long it takes to complete the 
construction work. 





Two Newark Stores Closed 


BIRMINGHAM—The two Birmingham 
stores of Newark Shoe Company have 
been closed and the stocks shipped to 
other stores. The two stores here were 
located at 1923 Second Avenue North 





and 1922 Third Avenue North. 
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Seneca Shoe Co. Moves 


RocHester, N. Y.—Transfer of ma- 
chinery and supplies from its old loca- 
tion at 89 Allen Street to the six-story 
building in North Water Street for- 
merly occupied by the Fred S. Todd 
Shoe Company was completed last week 
by the Seneca Shoe Company. 

The new quarters permit larger 
storage space and larger cutting room. 
Fred. S. Elam, former head of the F. 
S. Elam Shoe Company, has become as- 
sociated with the Seneca company as 
treasurer. 





New Thompson Store 


RocHESTER, N. Y.—The J. E. Thomp- 
son Company has opened a new down- 
town retail store at 78 Clinton Avenue 
South. Edward M. Hanley, former 
salesman for the Duffy-Powers Com- 
pany, has been named manager. 





Lease Hirsch Department 


BIRMINGHAM, ALA.—Jack Davis and 
Herman Rosenberg have subleased the 
shoe department of the Hirsch store 
at 213-15 North Nineteenth Street and 
will operate it under the name of the 
Hirsch Shoe Salon, Jack Davis, Inc., 
it was announced. The opening is set 
for Jan. 15. 

Mr. Davis and Mr. Rosenberg have 
been in the shoe business in Birming- 
ham about 20 years. The last 10 years 
they have been with Loveman, Joseph 
& Loeb, and the last five years Mr. 
Davis has been buyer there with Mr. 
Rosenberg as his assistant. They an- 
nounce that their new enterprise, which 
incidentally is at the same location 
where Mr. Davis was in business 14 
years ago this month, will handle high- 
grade shoes and hosiery. 





Miniature Tannery Set Up 


Harrison, N. J.—As an addition to 
the National Oil Products Company’s 
technical service laboratories, a fully- 
equipped tannery has been added to its 
leather research department here. 

This miniature tannery makes it pos- 
sible to render valuable aid to this 
trade by solving technical problems 
under actual plant conditions, as well 
as to test and develop new methods of 
using Nopco oils in treating leathers. 
Under the direction of R. E. Porter, 
the laboratory and tannery have al- 
ready developed and perfected a new 
process, which will be of great value in 
tanning furs, shearlings, chamois, buck- 
skins and other finer leather products. 





New Factory for Keokuk 


KEOKUK, IowA—A_ shoe factory 
valued at about $200,000 is in prospect 
for Keokuk, Iowa, according to an- 
nouncement by Kane, Dunhamd & Kraus 
Co. of St. Louis. The city raised $40,- 
000 to aid in construction of the build- 


ing. 
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Alexander W. Verner 


PITTSBURGH.—Alexander W. Verner, 
president of the C. A. Verner Company, 
operators of an exclusive shoe store 
on Fifth Avenue, Pittsburgh, Pa., met 
his death in a tragic manner on the 
night of Jan. 5 while dining in the 
Duquesne Club. Strangulation, due to 
choking on a piece of meat, was pro- 
nounced cause of death. A physician 
who was summoned was unable to save 
him. 

Mr. Verner was 50 years of age and 
was widely known to the trade. He 
served a term as president of the Pitts- 
burgh Shoe Retailers Association. He 
was born in Pittsburgh and was a 
graduate of Shady Side Academy and 
Princeton University. Since his grad- 
uation from Princeton, Mr. Verner has 
been identified with the shoe industry. 

Aside from his business interests, 
Mr. Verner was prominent in Masonic 
circles and was a member of the Du- 
quesne Club, Oakmont Country Club, 
the Pittsburgh Athletic Association 
and the Country Club. He also was 
a member of the Calvary Episcopal 
Church. 

He is survived by his widow, Mrs. 
Mary Booth Verner; his mother, Mrs. 
C. A. Verner; two daughters, Barbara 
and Constance at home, and two sis- 
ters, Mrs. Margaret Nicholson, Syra- 
ceuse, N. Y., and Mrs. Catherine 
Hughes, wife of Judge Howard W. 
Hughes, of Washington, Pa. 





Nathan Cressy Phillips 


SEATTLE.—Pioneer in the shoe busi- 
ness in Seattle, where he had been lo- 
cated for 25 years, Nathan Cressy 
Phillips died Jan. 5 after a long and 
useful career, at his home, 2701 Mt. 
St. Helen’s Place. 

The pioneer shoe merchant who had 
witnessed the amazing growth of the 
city from a struggling town to the 
metropolis of the Pacific Northwest 
was 80 years old at the time of his 
death, and had still been active in shoe 
circles, being the secretary and treas- 
urer of the G. D. Phillips, Inc., shoe 
store on Third Avenue, of which his 
son, Nathan Cressy Phillips, Jr., is 
president. He had been secretary and 
treasurer of this company for more 
than 20 years. 

Born in Rawley, Mass., on Dec. 21, 
1852, he came of a family of pioneer 
shoe manufacturers in the shoe indus- 
try of Massachusetts. From 1870 to 
1872 he was a student at Cornell Uni- 
versity and became a charter mem- 
ber of the celebrated Cornell “Navy.” 

When he first entered the shoe busi- 
ness, he chose to come West, settling 
in Council Bluffs, Iowa, where he 
opened his first shoe store. Later, about 
the year 1905, he moved still further 
West, coming to Portland, Ore., but 
in a short time decided to settle in 
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Seattle, where he had been for the past 
quarter of a century. 

‘He had always been keenly interested 
in civic, community and fraternal af- 
fairs. In Iowa he was city clerk and 
a city councilman of Council Bluffs, in 
addition to operating his shoe busi- 
ness. In Seattle he was an Elk, a Ma- 
son and member of the Woodmen of 
the World. A widow, son and three 
daughters survive him. 


Patrick Henry Hickman 


BELLEVILLE, N. J.—Patrick Henry 
Hickman, retired shoe last inventor and 
manufacturer, died January 6 after an 
illness of several years. Born in Brook- 
lyn, he worked at the shoe last business 
there until locating in Newark forty- 
five years ago. He lived in South 
Orange several years and moved to 
Belleville twelve years ago. 

Mr. Hickman became vice-president 
ef the John Pell Last Company, being 
the inventor of its machinery, until 
rights were sold to the United Last 
Company fifteen years ago, when he re- 
tired. He had invented lasts known 
throughout the industry. 

The sole survivor is a widow, Mrs. 
Mary E. Hickman. ; 








Moses Zoob 


AKRON, OHI0O—Moses Zoob, 63, vet- 
eran Akron shoe retailer, is dead fol- 
lowing a heart attack. He had been 
engaged in the retail shoe business in 
South Akron for more than 18 years, 
coming to Akron from Philadelphia. 
He retired from the shoe business some 
time ago but the store continues to op- 
erate under the old name. His wife, 
a daughter and a son survive. Burial 
was in Akron. 


William Glick 


PITTSBURGH, PA.—Funeral services 
were held here January 7 for William 
Glick, 73 years old, who died at his 
home,in Shedy Avenue. For many 
years he was engaged in the shoe busi- 
ness in uptown district of Fifth Ave- 
nue. Burial was in West View ceme- 
tery. Mr. Glick leaves five sons and 
two daughters. 


Harland C. Bills 


RocHEsSTER, N. Y.—Harland C. Bills, 
for more than 30 years associated with 
the shoe industry in Western New 
York as a salesman, died last week in 
the Auburn City Hospital after he had 
been seized with a sudden illness on the 
street. He was 52 years old and is 
survived by his wife, Mrs. Nina L. 
Bills, and two sons, Franklin H. Bills 
and Raymond H. Bills. 





Hanover Store Closed 


BIRMINGHAM, ALA.—The Hanover 
shoe store on North 20th Street has 
been closed and the stock merged with 
the Hanover store at 1918 Third Ave- 
nue North. 
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WHERE TO BUY 


Bowling Shoes 
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BOWLING SHOES 
Style No. 265 
eee Ppa 





Right Foot— 
Rubber sole and 
rubber heel 
Left Foot— 
Buckskin sole and 
rubber heel 


BROOKS SHOE MFG. COMPANY 
Swanson and Ritner Streets, Philadelphia, Pa. 
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WHERE TO BUY 
Ballet Slippers 


el 





HARD TOE DANCING SLIPPERS 
IN aor ty 
Pink, White, 
Black Satin, $260 
Black Kid PAIR 
Sizes: 5 Childs to 8 Ladies 
Widths B to E 
Send for Catalog and 
Agency Proposition 


BEN & SALLY THEATRICAL er Inc. 
244 West 42nd St., New York, N. 












In Stock Black Kid 
Ballet Right and Left 
Last 
Ladies’ $1.20 pair 
Misses’ $1.15 pair 
Childs’ $1.10 pair 
BLOG SHOE CO., INC. 
147 Duane Street 
New York City 














BALLET SLIPPERS 






Rights and Lefts Two Grades 


Wom, Miss Chil. 
$1.40 $1.35 i - 
1.25 1.20 


Professional aaa dias 
80 


CHICAGO FOOTWEAR 


COMPANY In Stock 
325 W. Monroe Chicago, III. 
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WHERE TO BUY 
Dancing Sandals 


6 6 
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* KENDALL’S 


For Aesthetic 
Dancing 


IN STOCK 
BLACK WHITE 
REY _FAUN 
BLUE__GREEN 
RED 


GREC 
DANC 
SAND 


ok 



















Price $.75 


WHOLE 
SIZES 
ONLY 


Sizes 6 childs’ 

to 10 women’s 

Send for Oircular 
DEPT. C. 











* KENDALL SHOE COMPANY * 
HAVERHILL, MASS. 






































































MEN’S FORUM 
A plea for more style 


in men’s shoes developed at the men’s style discussion 
at which Vice-President Jesse Adler of New York 
presided at the Tuesday session of the National Shoe 
Retailers’ Association convention in Chicago. “If 
enough effort is given to men’s styles I know we can 
double our men’s business,” said Julius Goldberg. 
He announced that he is personally going to assist 
Harry Silver, O-G’s men’s buyer, in merchandising 
the men’s line beginning in March. 

Regarding appropriate types for summer, Mr. 
Goldberg said, “I suggest that you feature light- 
weights with close trimmed soles. The clothing 
trade is going to show tropical suits for men; why 
not tropical shoes for men? They would give just 
as much service and even if they didn’t it wouldn't 
hurt us in the shoe business. Then when September 
came we would be able to get an extra sale of a 
heavier oxford for winter, just as we formerly sold 
a high shoe to replace an oxford at that season.” 

W. H. Weintraub, men’s fashion authority, 
stressed the importance of university men to the suc- 
cess of any fashion and urged merchants to feature 
shoes approved by this group. 

H. E. Nay, Wheeling, W. Va., said his store fea- 
tures types appropriate for Eastern university men, 
but those types were not always the ones which his 
local trade favored. 

Harry Silver of O’Connor & Goldberg said “Young 
men from 14 to 20 are active and wear out more 
shoes than business men, so we cater to that trade. 
We don’t expect to change styles for men who know 
what they want, but lots of these young fellows don’t 
know what they want. They are susceptible to new 
things and we intend to give them to them.” 


CHILDREN’S FORUM 


The new size range 
in children’s shoes as it has been carried out in the 
past year was lauded as the greatest thing that has 
happened to the juvenile shoe business at the chil- 
dren’s shoe conference held Tuesday morning. Clyde 
K. Taylor, R. H. Fyfe & Co., Detroit, Mich., led the 
informal discussion of leading buyers of children’s 
shoes, assisted by Maurice J. Yoskin of A. H. Geut- 
ing, Philadelphia. 

“Tt means we can fit children’s shoes better,” was 
the experience of Miss Alwirie L. Verick, S. J. 
Brouwer Shoe Co., Milwaukee, “when we do not 


THE VOICE OF STYLE 
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have to try to squeeze their foot into size 11 to save 
the customer the additional 50 cents.” 

In the past year the new schedule, which includes 
size 24 and 3 in the junior miss group with a corre- 
sponding building up of lasts all along the line, has 
been tried out by shoe retailers and manufacturers 
and has proved so satisfactory that when the rubber 
galosh and tennis shoe manufacturers adopt this run 
in their next output the new size range will be the 
standard, it was pointed out by Mr. Taylor. 

There will be no substantial reduction in the price 
range of children’s shoes, it was indicated at this dis- 
cussion. 

“Tt would be suicide for us,” said Yoskin, “‘to at- 
tempt to compete with chain store prices and at the 
same time keep on hand the narrow widths, the range 
of sizes, the variety of styles and the high type of 
service expected of departments like ours.” 

The majority of the buyers present indicated that 
this coming season would show their first cut in price, 
ranging from 50 cents to a dollar on the pair. The 
average price list, indicated by a caucus of those there, 
would be: 2 to 5, $2; 5% to 8, $2.75; 8% to 12, 
$3.50; 12% to 3, $4, and 3% to 8, $5, with a propor- 
tionately higher price for the extra fine shoe in each 
line. 

Merchandising methods discussed showed that the 
giving away of children’s toys was as important as 
any other single type of promotion work in building 
up juvenile trade. Numerous incidents were cited 
of the children, even of the very wealthy families, 
who based their selection of the shop where they 
wanted to buy shoes by memories of the trinket they 
were accustomed to receive. 


ADVERTISING DISCUSSED 


Paul Siegel of O. & G. declared that brief mes- 
sages, with good illustration, were the success of their 
advertising. Position of the advertisement was de- 
bated at length, with pages 3, 5 and 7 favored by the 
majority. Anywhere, however, in the first 12 pages 
of the paper was considered desirable. 

Lower rates from newspapers came in for consider- 
able discussion, with some merchants reporting a de- 
crease in rates by their local papers. Others were 
urged to demand a revision of the rates where they 
have not been altered. 

The most effective space for small advertising copy 
as revealed by a recent survey conducted by a news- 
paper in the South were 2x11, 3x11 and 3x14 in. The 
adoption of these sizes, it was proved, permitted the 
ad to be seen regardless of position in the paper. 
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The conventional place for 
your next sales convention 


is at Asbury Park. At 


The BERKELEY CARTERET 7 COUNTS 
we can accommodate a | LACES, TOO 


group of 20, a crowd of The surest recommen- 


E20 Ps dation of any product 
= IRE |: is its quality record. If, 
y , Bs 1 Hadi i) in the past few months, 
—ll_Ofe a> 3 = ; the maker has not wav- 
Sto hotel or to New York hy 1 i i ered from his quality 

Se, “Office, 425 5th Avenue. HN | ee v3 bee ie 
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* i \ tificial stimulation of 
low price to sustain 
sales ... then that prod- 
uct can be bought with 
complete confidence at 


ae BERKELEY-CARTERET | |) Mmmm (= 
NS ASBURY PARK, N. J. Hee i MTHE RRR That is the record of 

mete LEO V. QUINLAN - MANAGER Hie DEERE Schaeffer Pure  Siik 
| PU REST i Laces. For twenty years 

there has been but one 

standard of quality— 

the best. And Schaeffer 

Laces have weathered 

every economic storm 

without loss of the cus- 

tomer confidence or 

complete satisfaction 

which distinguishes this 

line from the ordinary. 
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Retailers, Manufacturers, 
Wholesalers, Tanners 





If you wish to be safe 

- if you wish to be 
certain of delivering 
customer _ satisfaction, 


sell Pure Silk Laces... 


Mail us at once a complete list of the 
trade marks and brands of your prod- 
ucts for publication in the 


BOOT AND SHOE RECORDER 
Trade Mark Directory 
FOR 


1932 





ScuAttF Pot. 


Your jobber has them 

in all styles and colors 

—or he will quickly get 
them for you. 








SEND TO— 
BOOT AND SHOE RECORDER 
TRADE MARK DIRECTORY 
239 WEST 39th STREET 
NEW YORK, N. Y. 


SCHAEFFER & COMPANY 


222 Cedar Street, Reading, Pa. 
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“The manufacturer cannot be ex- 
pected to make up merchandise without 
firm orders. The retailer cannot satisfy 
his patrons unless he is prepared to 
serve them promptly with the quality 
and size shoes for which they are look- 
ing. It is safer to buy a lesser number 
of lines, but to have complete sizes and 
styles in the lines that are carried. 
Each day it becomes more obvious that 
the average purchaser is no longer in- 
terested in the impractical styles that 
give little service and much dissatisfac- 
tion. 

“Rents, in most instances, are not 
reduceable; advertising is an item of 
expense that may be reduced by confin- 
ing our expenditure to those newspa- 
pers or publications which experience 
has shown can produce satisfactory re- 
turns. 

“Salaries and wages have been re- 
duced in most instances and should not 
be brought to a point where those em- 
ployed are unable to make more than 
a living wage. We cannot expect to sell 
merchandise unless we provide some- 
thing over and above a living wage to 
those employed. We constantly hear 
that it is iinpossible to bring the cost of 
doing business down. We heard the 
same thing stated when wheat was sell- 
ing at $1 per bushel—that it could not 
be grown at a profit and sell for less 
than $1. It has recently been shown 
that wheat can be grown in Kansas and 
marketed at a small profit when sold 
at 30c. per bushel. 

“There are so many phases of busi- 
ness that have not been reorganized, 
because of the fallacious belief that by 
so doing the dealer will suffer by com- 
parison with his competitor. For ex- 
ample, in most of the large cities, es- 
pecially in the Middle West and East, 
if we were to combine or consolidate 
the delivery systems the retailers would 

profit greatly. In Chicago, where the 
sales area is approximately 60 by 20 
miles—1200 square miles—each day 
there is sent into this area, by the 
State Street stores, and to almost every 
one of the towns therein, from 4 to 10 
automobiles. where one or two automo- 
biles would serve in most instances. 
Likewise, many cities have seemingly 
not discovered the benefits to be de- 
rived from the closest cooperation by 
merchants in the matter of credits. 

“Were we to permit the cost of local 
government to mount until taxes be- 
came confiscatory, we are sure that 
such men as are engaged in the shoe 
industry would see the wisdom of de- 
voting some of their time and some of 
their means to bringing order out of 
chaos, and if possible strike a happy 
note all along the line to wipe out the 
pessimistic trends that are so prevalent 
at the present time. We must place our 
standard on a pinnacle of perfection 
and have all those associated with 





~ Maintain Your Quality 
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us cooperate in starting this coun- 
try on the high road to business pros- 
perity. We can do this, gentlemen, if 
we all sacrifice our personal interest 
and recognize the fact that we are our 
brother’s keeper.” 

Wednesday’s convention session in 
the Red Lacquer Room was high- 
spotted with an address by William 
Nelson Taft, editor of the Retail Pub- 
lic Ledger. The centerpiece of his talk 
was as follows: 

“During the boom years which ended 
with a disastrous crash in October, 
1929, the consumer was a factor in re- 
tail distribution honored by very little 
study, attention or notice. It was real- 
ized that he (and she) were present 
in hundreds of millions—but so are the 
bacteria upon which we are responsible 
for life—and the “consumer bacteria” 
of the retail world were taken as a 
matter of course, comparatively little 
attention being paid to their individual 
likes and dislikes, their personal in- 
clinations, their pet and private opin- 
ions about the conduct of certain im- 
portant phases of retail distribution. 

“As long as stores generally man- 
aged to keep step with mass fashions 
and to provide the service and attention 
which a certain portion of their follow- 
ing seemed to favor, the going was 
smooth, the profits certain, for the pub- 
lic had plenty of money to spend and 
was spending it prodigally. Mr., Miss 


.and Mrs. Consumer bought what they 


liked, when they liked and, as a gen- 
eral rule, paid for it with a fair de- 
gree of promptness. 

“Nineteen thirty-two, however, pre- 
sents an entirely different picture. 
After two full years of what has, to put 
it mildly, been heavy going, the retail 
world finds itself face to face with the 
conclusion that one of the biggest of 
problems which it must face is that of 
satisfying the individual patron—and 
satisfaction of this nature is manifestly 
impossible unless one knows just what 
that patron wants, not only in the mat- 
ter of merchandise, but in the question 
of store location, service, salesmanship, 
credit privileges and all the other cogs 
which go to make up the distinctly com- 
plicated machinery. of retailing as a 
whole.” 

The next speaker was John Guern- 
sey, who presented facts as to the new 
Census of Retail Distribution of shoes. 
Mr. Guernsey is from the Census Bu- 
reau, Department of Commerce, Wash- 
ington, D. C., and was selected to in- 
terpret the census because of his long 
previous experience as a retailer. 





Shoes and Hosiery Stolen 


MIDDLETOWN, Pa.—Shoes and silk 
hosiery to the value of $200 was stolen 
from the David Harrison store on East 





Emauus Street here a few nights ago. 
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BOSTON CLUB TO HEAR 
ABOUT CONVENTION 


The results of the recent annual convention- 
exposition of the National Shoe Retailers’ Asso- 
ciation in Chicago will be discussed at the 
monthly dinner of the Boston Boot and Shoe 
Club, in Hote! Statler, January 20, by Editor 
Arthur D. Anderson of the Boot AND SHOE 
Recorper, and other trade leaders. There will 
also be an interesting address by Judge Daniel T. 
O’Connell of the Massachusetts Superior Bench 
on the subject of “Problems of Law Enforce- 
ment.” President Maxwell P. Gaddis will pre- 
side. 








Telling and Selling Through 
Your Windows 
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would not be clearly visible from that 
distance, is able to draw a potential 
buyer from across the street. This is 
accomplished by the pictorial effects be- 
hind each separate display. The street 
shoe section shows a couple taking a 
walk; the evening wear is illustrated 
by a man and woman in dress suit and 
evening gown. The hosiery appeal is 
also very evident. Aside from the def- 
inite value of the style element in these 
backgrounds, their pictorial quality 
alone is valuable in attracting atten- 
tion to the display. But let us not for- 
get that illustrations and copy must co- 
ordinate with merchandise. 

The advantages of showing the hose 
as complementary goods in windows of 
this type cannot be over-stressed. Styles 
and functions are on display as indi- 
vidual arguments to the potential 
buyer. Stockings differ in their func- 
tion but foot interest remains para- 
mount. It is needless to reiterate how 
a sale of hosiery often leads to an order 
for shoes and vice versa. 

Take an idea from these windows and 
sell more shoes. 





Tell the Price Truth 
[CONTINUED FROM PAGE 29] 


Cheerful salesmanship and courteous 
service are essential—even at sale time. 
Help the customer to be pleased, al- 
ways. 

Two large affiliated department 
stores in the East have had a survey 
made of what people in their trading 
area would like to buy in January at 
favorable savings. This was done 
through personal calls on many people. 
Consider the customer. 

Economy and price are featured reg- 
ularly by these stores, yet they see 
the need of going beyond those two 
factors. So, in your planning, see 
beyond mere price. Play up-the points 
in which customers are interested. 
Avoid any statements that reflect on 
the other fellow, lest the public be sus- 
picious of you, too. Avoid exaggera- 
tions. Build sales campaigns on a firm 








foundation of proved fundamentals. 
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Expect 1500 at Texas Meet 


DALLAS—Plans are completed for 
what is generally considered one of the 
nation’s two most important regional 
shoe conventions, the joint convention 
of the Texas Shoe Retailers, Oklahoma 
Shoe Retailers and Southwestern Shoe 
Travelers. This convention is sched- 
uled at the Adolphus Hotel, Dallas, 
January 24-27, 

Among those who have been invited 
to appear on the program, several of 
whom have definitely accepted, are: 
Frank C. Rand, St. Louis, chairman of 
the board, International Shoe Company; 
Buford Jones and Lee Langston, Dunn 
& McCarthy, Auburn, N. Y.; George 
Gayou, Chicago, Boot & SHOE RECoRD- 
ER; A. H. Guiting, Philadelphia, presi- 
dent, and James H. Stone, manager, 
National Shoe Retailers Association; 
Frank Garside & Son, New York; How- 
ard V. Stephens, Johnson-Stephens & 
Shinkle Shoe Co., St. Louis; Frank A. 
Mahler, secretary St. Louis Shoe Manu- 
facturers and Wholesalers Association. 

Miss Ruth H. Kerr, New York, 
stylist Calf Tanners Association; Miss 
Pauline S. Morgan, stylist Amalga- 
mated Leather Companies, Inc., New 
York; Madam Hamilton Jeffries, fash- 
ion editor, Boor & SHOE RECORDER; Miss 
Rhea Nichols, Boston, stylist Standard 
Kid Company; Joseph F. Leopold, re- 
gional manager U. S. Chamber of Com- 
merce; Henry W. Stanley, manager 
Trade Extension Department Dallas 
Chamber of Commerce. 

C. M. Selby, Dallas, is president, and 
Walter B. Taylor, Fort Worth, is secre- 
tary of the Texas Shoe Retailers Asso- 
ciation, which has not met in Dallas 
since 1928. L. O. Cobler, Dallas, is 
president, and W. T. Mitchell, San An- 
tonio, is secretary of the Southwestern 
Shoe Travelers. Ed Easton is general 
chairman of the local committee in 
charge, with R. C. Mynatt as vice- 
chairman. E. C. Keleher of San An- 
tonio is chairman of the committee for 
Shoe Travelers. 

Other members of the local commit- 
tee and their respective assignments 
are: Hotel registration, C. L. Davis, 
chairman, and W. H. Mannefeld, vice- 
chairman; Registration, L. H. Graves; 
Program, John F. Willis; Finance, 
Fred A. Brown; Publicity, A. L. Elm- 
quist; Transportation, E. B. Miller, E. 
F. Anderson and Z. E. Black, both of 
the Dallas Chamber of Commerce, 
serve as chairman of the entertainment 
and shoe style show and secretary of 
the general committee, respectively. 

All requests for sample room reserva- 
tions should be made to Mr. Black at 
the Chamber of Commerce, and applica- 
tions for entry into the style show 
should be made to Mr. Anderson of the 
same address. 

A Cinderella Contest to decide on the 
Southwestern girl with the most nearly 
perfect 4-B foot will be a feature in 
connection with the convention style 
show. Many entries have already been 
received in this contest. 
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Whittemore Heads Shoe Travelers 
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most shoe men, is the biggest induce- 
ment the National offers,” said Mr. 
Kalisky. “Now, why should not the 
National have a standing offer with 
each local to give any member in good 
standing $1.00 of the initiation fee 
for every new member he brings into 
the fold? I feel something along this 
line will help to increase membership 
with each local and put the locals in 
a financial way to do things that will 
keep up the interest of the boys. I am 
sure it is worth a trial.” 

As chairman of the railroad com- 
mittee, E. H. Moody told of what the 
Southwestern Shoe Salesmen’s Associa- 
tion has done to secure lower rates. He 
read the letter sent by the association 
to railroad organizations in the South 
and their reply. Although they did not 
succeed in getting lower rates, they 
did succeed in receiving a 150 pound 
allowance on baggage where before it 
was only 100 pounds on 2 cent rate 
tickets. He commented favorably on 
the work of R. A. Hearne, chairman 
of the railroad committee of the as- 
sociation. 

The budget for 1932, according to 
the report submitted by John F. Power, 
Haverhill, Mass., chairman of the 
budget committee and read by Frank 
J. Larkin, was set at $5,800. 

Two resolutions were presented by 
L. C. Hart, New York, chairman of 
the resolutions committee. One, sub- 
mitted by the Chicago Shoe Travel- 
ers’ Association, provided “that no dele- 
gate who may be a candidate to be 
elected to office in this association shall 
be permitted to represent a local of 
the N. S. T. A. by proxy nor be per- 
mitted to cast a vote for any associa- 
tion whose proxy he may hold.” This 
was rejected. A resolution providing 
for the combining of the offices of sec- 
retary and treasurer was passed. 

Before adjourning, a resolution was 
passed to have the local associations 
underwrite the National for a $1.00 per 
capita loan for a period of one year 
without interest, operative at once. It 
was made clear that this loan is not 
obligatory on the part of any of the 
associations. 

The trades cooperative report made 
by Larrie Sass, New York, and read 
by Mr. Hart, concerned itself with the 
effort made to combine the shows of 
the national shoe associations as well 
as the conventions. In addition, the 
possibility of the National Shoe Trav- 
elers’ Association entering the acci- 
dent insurance business in addition to 
its life insurance was suggested by J. 
S. Whittemore and discussed without 
reaching any definite conclusion. 

Considerable discussion was held at 
the Saturday morning session concern- 
ing the association’s publication, The 
National Shoe Traveler. It was pointed 
out that the magazine is one of the 
best mediums to assist the organiza- 
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tion in increasing its revenue. It was 
voted to publish it once a year as in 
the past, and if sufficient advertising 
is secured to publish twice a year. 

It was also moved and passed that 
Mr. Delany prepare typewritten copies 
of the association’s by-laws, taken from 
the official book containing the consti- 
tution and by-laws, and mail a copy 
to the secretary of each local associa- 
tion. 

After his election, Mr. Whittemore, 
in a brief address, pleaded for team- 
work and harmony. He stated that in 
his estimation the small towns are com- 
ing back and that the association will 
have a better opportunity of securing 
new members than in the past num- 
ber of years. 

Mr. Moody, in addressing the mem- 
bers as their new vice-president, stated 
that in the territory he traveled the 
chain store’s position appeared to be 
weakening and that of the independent 
exclusive shoe merchant becoming 
stronger. He asked for a closer friend- 
ship between the retailer and the shoe 
traveler. 

The selection of the 1933 convention 
city was left to the discretion of the 
board of directors, following which L. 
C. Hart, New York, was presented, in 
behalf of the Boot and Shoe Travel- 
ers’ Association of New York, with the 
silver loving cup awarded to the as- 
sociation showing the largest increase 
in individual membership during the 
past year. 

The convention was .a decided suc- 
cess with every local association repre- 
sented. 

Shoe concerns and groups who co- 
operated in making the convention a 
success included the following: Doer- 
man Shoe Co., Walter Booth Shoe Co., 
Harsh-Chapline Shoe Co., Bob Smart 
Shoe Co., Rich-Vogel Shoe Co., Weyen- 
berge Shoe Manufacturing Co., Portage 
Shoe Manufacturing Co., Simplex Shoe 
Manufacturing Co., Huth James Shoe 
Manufacturing Co., Freeman Shoe 
Corp., Ideal Shoe Manufacturing Co., 
and the Milwaukee Shoe Retailers’ As- 
sociation. 


See Good Year 


MILWAUKEE, WIS.—Already stimu- 
lated by increasing orders during the 
closing months of 1931, the shoe trade 
is looking forward to better business 
in 1932, according to Fred E. Schmidt, 
president of the Wisconsin Shoe Trav- 
elers’ Association, which held its an- 
nual convention here January 8 and 9. 

With mild Winter weather all over 
the country people are more shoe con- 
scious than they would be with cold 
weather, snow and ice, and because this 
is so dealers are ordering and selling 
more shoes. Rubber goods sales, how- 
ever, have not been up to standard so 
far. 

























































































Efficient Stock Records 


An Aid to Profit! 


IRE CORDE R| 
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Begin your new year by installing the Recorder Stock Record System (either in book 


form or cards)—-Samples on request. 


Helps you to “buy as you sell”—to know 
whether each shoe is paying its way with 
a profit, to go light on slow movers, to 
re-size frequently on wanted styles and 
sizes. 


Stock Record cards fit the standard 
size correspondence file, for permanent 
filing, whereas the “‘work file” shown 
on the left makes it easy to see at a 
glance just ‘how you stand on pair 
units for each stock number. 


MERCHANTS SERVICE DEPARTMENT 
BOOT AND SHOE RECORDER 


209 S. State Street 
Chicago, Illinois 
Gentlemen: 
Please send me samples and prices of your 
Stock and Daily Sales Record (_ ) in book form. 
( ) in card form. 
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THESAM 


Regardless 


of the 
size 





when 
you 


utilize 


COORDINATED 


(o-codinated Lasts and Patterns is a system of automatic, 

scientific unification of all sizes of lasts and patterns in which 

each size is a perfect model, accurately reproducing the char- 

acter, appearance, lines, and contour of the original last. All 

sizes, therefore, from 2 to 8 actually become sample sizes, for 

they faithfully retain the true proportions given the 4-B size 
by the shoe and last designers. 


UNITED LAST COMPANY 


BOSTON, MASSACHUSETTS 
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SALESMEN WANTED 





SALESMEN WANTED 











SALESMEN WANTED 














Arizona Arkansas 
Idaho Indiana 
Louisiana Missouri 
Nevada New Mexico 
Utah Wisconsin 


WANTED SALESMEN 


to carry nationally known line men’s Goodyear Welt work and service shoes. 
Priced to meet most popular retail markets, on straight commission basis, 
liberal rate. Opportunity for constructive development. 


Jos. M. Herman Shoe Co., 186 Lincoln St., Boston, Mass. 





California Colorado 
Iowa Kansas 
Montana Nebraska 
North Dakota Oklahoma 
Wyoming 





Successful salesman now cover- 
ing South Eastern states to 
carry national-:y known line of 
Misses’ and Children’s Good- 
year Welts as side line on 
straight commission basis. Some 
established business. State ter- 
ritory covered, line now carry- 
ing and other details. Write 


C768, Care Boot & Shoe Recorder, 
239 W. 39th Street, New York. 














Salesmen Wanted 


We have several good territories 
open for A No. 1 salesmen who 
are at present carrying non-con- 
flicting lines. 

Our line of samples will consist 
of the famous brand KEWPIE 
TWINS misses’ and children’s 
Goodyear welt footwear, and the 
most popular sport line for young 
women’s DUDE RANCH CAMP 
MOCS. 

These two lines fit nicely in two 
sample cases. All shoes in stock, 
commission basis strictly. 6% pay- 
able first and 15th of each month. 

If interested, write us full par- 
ticulars, your record, the line now 
carrying, territory outlined on map. 

dress communications— 
JUVENILE SHOE CORPORATION 
OF AMERICA 


care Jefferson Hotel, Room 962, St. 
Louis, Mo. Factory located at 
Aurora, Mo. 











E DESIRE MAN with established following 

in Southwest, preferably making his head- 
quarters in Texas, to carry on attractive com- 
mission basis, side line high grade beach and 
novelty street and pajama _ sandals, retailing 
from $1.95 up. Write full details in confidence 
first letter. Address C-773, care Boot & Shoe 
Hecorder, 239 West 39th Street, New York, 





SLIPPER SALESMAN 


Slipper Salesman wanted to con- 
nect with reputable concern mak- 
ing a complete line of boudoir 
slippers, catering to jobbers, chain 
and large department stores. Must 
have following and personal con- 
tact with large operators. Terri- 
tory open, New York to Denver. 
Drawing account. Address C-774, 
care Boot & Shoe Recorder, 
a ne 39th Street, New York, 








MEN WITH FOLLOWING 


Selling good rated accounts on straight 
5% commission; payable weekly against 
shipments. Line consists of jobs and 
shoes at a price for men, women, and 
children. Must cover territory in a car. 
No objection to non-conflicting lines. 
REGENT SHOE CORPORATION, 
627 Broadway, New York City 











WANTED—Salesman to carry line Infant’s 
Prewelts, territories Iowa, Nebraska, Min- 
nesota and Missouri. Address C-755, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 








ESTABLISHED LINE men’s medium priced 
shoes available to successful salesman 
southern states who can handle as side line. 
Address C-769, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





TRAVELING SHOE SALESMEN catering to 
women’s novelty shoes to handle a complete 
and fast selling line of shoe buckles as a side 
line. 20% straight commission. Outside of 

. Y. C. only. State references in first letter. 
Address C-770, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





C OMPLETE LINE high grade infants to 
growing girls turns, welts: South, Middle 
West, Coast Territories. Straight commission 
basis only. JULIUS ALTSCHUL, INC., 117 
Gratian St., Brooklyn, N. Y 





WANTED SALESMEN for State of New 

York, residents of Buffalo, Rochester and 
Albany. Only those with established trade. 
Women’s Novelties $2.00 to $4.00 Retailers. 
1. WEISS SHOE CO., INC., 137 Duane 
Street, New York City. 





SALESMEN wanted to carry a complete line 

of quality work shoes and high tops. Old 
established line with popular’ prices. Straight 
commission basis ONLY. Plenty of good ter- 
ritory open. Address C-719, care Boot & Shoe 
Recorder, 209 South State St., Chicago, Illinois. 





SALESMEN WANTED to carry our line of 

work shoes, ranging in price from $1.25 to 
$1.90, both nailed bottom and Goodyear_ Welt. 
Territory open—Philadelphia, New Jersey, 
Western New York and Ohio. Straight com- 
mission basiss NORTH LEBANON SHOE 
FACTORY, Lebanon, Pa. 














CLASSIFIED ADVERTISING 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge 
$1.25. When a box number is desired twelve words should be added for the address. In all other cases each 
word of the address should be counted. 

The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 

Classified advertising is payable in advance. 
&@ Advertisements for this page must be in our New York office on Friday of the week preceding publicatien. 





RATES 
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SALESMEN WANTED 





BUSINESS OPPORTUNITY 


MERCHANTS’ NEEDS 








SALESMEN: | To carry line of Leather Bows 
on commission, all territories except New 
York City. Address C-775, care Boot & Shoe 
ae. 239 West 39th "Street, New York, 
RB. ¥. 





POSITION WANTED 


BUYER AND MANAGER. Age thirty-one. 
Thirteen years’ experience ladies shoes, five 
to twelve dollar grades. Believes that less 
duplication of styles and more complete size 
ranges are the key to bigger profits. Knows 
styles. Best references. Now employed. Ad- 
dress C-777, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 








A CAPABLE man, 25 years old, with 11 years 
of shoe experience is looking for a chance 
to demonstrate his ability as a manager or 
buyer in an aggressive shoe store or depart- 
ment. Will go anywhere, but Ohio or Penn- 
sylvania preferred. NICHOLAS SIMIONE, 
352 Calvin St., Youngstown, Ohio. 





WANTED, a position as traveling salesman, 
twenty years road experience selling shoes. 
High class references from shoe manufacturers. 
Would like popular priced line exclusively, or 
non-conflicting lines. Address Post Office Box 
519, Brownsville, Texas. 





POSITION WANTED—As office manager or 
salesman with ladies’ shoe manufacturer. 
Married, 27 years (age),(7) seven years’ ex- 
perience both inside and outside with several 
large manufacturers. Know shoe business thor- 
oughly. Capable, trustworthy, executive ability. 
Best references. Own car. Address 

Goldin, 1518 E. 7th St., Brooklyn, N. Y. C. 


YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can gg to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1394. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 


Everythin for Your Windows 
ws *YFraturistie Displays and 
Backgrounds 


Flowers, Vases, Window Fixtures, 


Artificial 
Paintings, Settings, Scenes, Velour peers 
Rib tive P 


Paper ders, Deeora 

P " — Flitters, Valances, Draping Material 
sim ce Send for Fancy Paper Booklet. Price 
Tickets. 


DAVE’S DISPLAY DECORATIONS 
118 West Broadway, New York 




















WANTED TO PURCHASE 








POSTER @ DEUTSCH 


486 Grand St., New York City 
Phone Dry Dock 4-0352 


— BUY FOR CASH — 
entire or surplus stocks of 


SHOES—DEPT. STORES 
Leases assumed Transactions confidential 








FOR RENT 





ULLY equipped shoe department for rent in 

successful millinery shop, 100% location, 
Syracuse, New York. Party must thoroughly 
understand noyelty shoes to retail at from 
$7.50 to $10.00. Only responsible party would 
be considered. Address C-778. care Boot & 
nan - oon 239 West 39th Street, New 
or . 





SHOE DEPARTMENT, large specialty store. 
busiest block in Baltimore. Address C-772. 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





We will pay the best price for 
your surplus or entire stocks of shoes, 
general merchandise or department 
stores. Leases assumed. Call 


Phone - Ww - 
All matters strictly confidential. 
I. SIMON CO. 


101 Reade St., New York City 
Phone Worth 2-5922 * Est. 1880 








HIGHEST CASH PRICES ; 


PAID 
ohee stecks, slow sellers, ete. Shert time 
lemese over. Transactions econfidentia’ ; 


MAX GLAUBERG 
887 Church St., New York City 
Phone: Canal 6-2633 

















BUSINESS OPPORTUNITY 





S HOE FACTORY property in ideal town for 
shoe manufacturer to make money, best of 
experienced labor, low wages. This property is 
practically community owned and if you can 
employ good amount of labor you can get a real 
he ag O. H. WATTS, Committee, Millers- 
urg, 





LINE WANTED 





WANTED, companion line of boys’, youths’ 

or misses’ and children’s medium priced 
shoes for Philadelphia, Eastern Pennsylvania 
and New Jersey. Now representing manufac- 
turer of ladies’ $4 and $5 retailers in this 
territory. Address C-776, care Boot & Shoe 
ee. 1201 Chestnut Street, Philadelphia, 
a. 





SIDE LINE WANTED, for my volume buy- 
ing trade in Texas and Louisiana—case lots. 
Don’t answer unless you have the real shoes 
and prices. Address C-771, care Boot & Shoe 
as Saaaa 239 West 39th Street, New York, 





FOR SATE 





HOE STORE, long established, Hempstead, 

Long Island, reasonable rent, doing nice 
business, in hands of liquidators, sells at once 
with or without pack. reasonable. Very good 
opportunitv. hone Jerome 7-3473 
— 1190" "Garevd Ave., New York 
ity. 
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We will buy from manufacturers, 
jobbers, and retailers, entire or 
surplus stocks of shoes. Our outlet 
enables us to handle large and 
small quantities. 


KIRSCH-BLACHER CO., INC. 
590 Broadway New York 
Phone CAnal 6-4298 and 4299, 














MERCHANTS’ NEEDS 









Here's a service 

you cannot afford — 
to do without. 

White us for detoil- 

ed information 


nd Co. 


‘udios* Wisconsin 
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HOTELS 








The Home Hotel 
of New York 


Homelike in service, 
appointments and lo- 
cation... away from 
noise and congestion, 
yet but a few minutes 
from Times Square. . 

garage facilities for 
tourists. 















Room and Bath from 
$3 single $4 double 
500 Rooms 


Home folks will 
like this hotel 


HOTEL 
BRETTON HALL 


BROADWAY at 86th ST. 
NEW YORK SS 
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, Grateful for Shoe Gift 


SUNBURY, PA.—Smith Bros. Boot 
Shop, Inc., operating stores in Sunbury, 
Shamokin and Williamsport, contrib- 
uted 180 pairs of shoes to the Asso- 
ciated Charities of Sunbury during 
December. Joe Smith has received an 
acknowledgment and expression of ap- 
preciation from the Associated Chari- 
ties for the gift. 


Shurtleff & Welton Incorporate 


FAIRMONT, W. VA.—The Shurtleff 
and Welton Shoe Company was granted 
a West Virginia charter with a capital 
of $25,000 to engage in the retail sale 
of shoes here. The incorporators are 
James C. Welton, Grace S. Welton and 
Richard E. Shurtleff, all of Fairmont. 


Ask Tax Revision 


MILWAUKEE, WIs.—The Ideal Shoe 
Manufacturing Co. on Jan. 5 appealed 
to the United States board of tax ap- 
peals against a tax assessment of 
$1,487.22 made by the internal revenue 
commissioner. The board will old a 
hearing later to determine whether the 
commissioner should be reversed. 





























































































“Twentieth Century 
Makes The Shoe” 
—O--— 


McNEELY & PRICE 


Tanneries and Sales Headquarters 
117 No. 4th St., Philadelphia, Pa. 

















TANDRITE PROCESS 


guarantees the finest texture, 
smooth close grain, depth of 
color, brilliant lasting finish and 
assured wearing qualities. 

E. HUBSCHMAN & SONS, INC. 


S. W. Corner Orianna and Wiliow Sts., Phila., Pa. 
Tanners of Fine Calf Leathers 














ORTHWESTERN LEATHERS... 





DEERSKIN 
KITCHENER 
NOWESCO 
RUSSIDE 
NEWTAN 
SOOTAN 
RUGBY 
W.L. I. 

ELK SIDES 
SMOOTH SIDES 
and all types of 
CHROME SPLITS 





FINE CALF LEATHERS 


Glacé Russia Calf 
Velvetta Suede Calf 


Hunt-Rankin Leather Co. 


Tanners 


106 Beach Street Boston, Mass. 











155 Years of “Norwood Quality” 


SHEEPSKINS 


Winslow Bros. & Smith Co. 


Tanneries at Norwood, Mass. 
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purposes 


NORTHWESTERN 
LEATHER 
COMPANY 
TRUST 


8OsTOon 





Zon RK BROTH, 
Vl . pitcct Prone SN 

OXIDE KID 

7,2) Trade Mark : y 
tt ADELPHIA: wy, 


and 


OPAL OXIDE KID 


HERMANN LOWENSTEIN 


Paris, France 


BAXTER'S LEATHER CO., Led. 


London, England 


S.G. MEE TEER and A. FREY 
100 Gold St., New York 


~BURK BROS. CORP. 
117 Beach St., Boston, Mass. 
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JHARE YOUR 


PROBLEM / 


. ize, | eeeeenels ee 


THE /ERVICE I/ FREE TO YOU 





RECORDER subscribers daily ask us where 
to buy shoes and many other items con- 
nected with the operation of their stores. 
Following are some of the inquiries received 
this week. 


Parties interested in supplying these wants 
should address The Inquiry Dept., BOOT & 
SHOE RECORDER, 239 West 39th St., New 
York, N. Y. 


In no case will the name and address of 
the merchant writing to us be given out. 


The RECORDER however will forward all 
letters and catalogs promptly to the in- 
quirers. Please refer to code identifying 
number. 


N 600. Men’s army shoes or army style 
work shoes in widths AA to E from 
stock. 

N 601. Sponge rubber for metatarsal pads. 
N 602. Complete line of women’s shoes 
retailing from $10 to $12.50. 

N 603. Shoe carton labels. 

Ribbon lining labels. 

. Children’s anklets and hose to retail 

for 25c. 

. Store records. 

. Fitting stools. 

. Full line of popular priced shoes for 

the entire family. 

. Chiropody schools. 

Shoe cases. 

X-ray machines. 

. Stock keeping systems. 

. Shoe cabinets. 

. Riding boots. 

. Books on window trimming. 

. Chiropody schools. 

. Foot measuring devices. 

. Orthopedic shoes for men, women, 
boys and children in high and me- 
dium grades. 

. Carton labels. 

. Medium grade shoes (4.00). 

. Books on window trimming. 

. Backgrounds. 

. Men’s hose. 

- Men’s and women’s popular priced 
shoes ($2.00 and $3.00). 

. Extension course in chiropody. 

. Women’s popular priced orthopedic 
footwear. 

. Men’s, boys’ and women’s good 
worn shoes to buy from factories 
direct. 

. Line of $5.00 arch-support shoes not 
necessarily a national advertised 
shoe. 

. Men’s shoes to retail at $5.00. 

. Resident buyer. 

. Books on window trimming (3 in- 
quiries). 

- Women’s felt slippers. 

. Plans for remodelling store. 
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Arch Appliances 
Bath Room Mules 
Boys’ Division: 


High grade shoes 
Medium grade shoes 
Popular priced shoes 
Dancing shoes 

High cut shoes 
Skating shoes 
Slippers 


Cash Carrier Systems 
Cash Registers 
Children’s Division: 


High grade shoes 
Medium grade shoes 
Popular priced shoes 
Barefoot Sandals 
Dancing shoes 
Infants’ moccasins 
Leggings 

Orthopedic 

Soft soles 


Chiropody Schools 

Oye Manufacturers 

Foot Measuring Devices 
Handbags to Match Footwear 
Hosiery: 


Children’s 
Men's 
Women’s 


Labels: 


Carton 
Woven 


Men’s Division: 


High grade shoes 
Medium grade shoes 
Popular priced shoes 
Army shoes 

Cowboy boots 

Field boots 

High cut shoes 
Moccasins 

Safety shoes 

White canvas shoes 
Work shoes 


Slippers: 


Dancing 
Dress 

Felt 

Leather 
Pullman 
Tap dancing 
Wool 





N 633. 
N 634. 
N 635. 
N 636. 
N 637. 


N 638. 
N 639. 
N 670. 
N 671. 
N 672. 
N 673. 
N 674. 
N 675. 


N 676. 
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Store fronts and show cases. 

Store seating plans. 

Handbags to match shoes. 

Display fixtures. 

Men’s popular priced and medium 
grade shoes. 

Foot measuring devices. 

X-ray machines (7 inquiries). 
Skating shoes. 

Souvenirs. 

Dolls shoes. 

Women’s sport moccasins, 

Popular priced riding boots. 

Men’s high shoes with reinforced 
back stay for wearing with puttees. 
Record system. 


Active Sports Shoes: 
Aviation 
Basket ball 
Baseball 
Bowling 
Boxing 
Camping 
Football 
Fishing 
Golf 
Gymnasium 
Hunting 
Riding 
Skating 
Skiing 
Soccer 
Tennis 
Track 


Rubber Goods 
Resident Buyers 
Store Fronts 
Store Equipment: 
Store seating plans 
Show cases 
Ladders 
Shelving 
Valances 
X-Ray machines 
Foot rests for shine stands 
Shoe Laces 
Stock Keeping Systems 
Souvenirs: 
Books 
Dolls and doll shoes 
General souvenggs 
Shoe Cabinets 
Shoe Dressings and Dyes 
Shoe Ornaments 
Shoe Trees 
Spats 
Vamp Rollers and Stretchers 
Women’s Division: 
gi 
geet ‘ap 
Dancing Russian boots 
Dancing sandals 


Camping bocts 

Riding boots 

Sport moccasins 

High grade: 
Dress 


Orthopedic 
Sport 


Medium grade: 
Dress 
Orthopedic 
Sport 

Popular Priced 
Dress 
Orthopedic 
Sport 

Party Slippers 
House Slippers 
Windows: 
Books on window trimming 
Backgrounds 
Display Fixtures: 
Price tickets 
Show card service 








Manufacturers who have merchandise or equip- 
ment not listed above are requested to advise this 
department. 
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BOOTS AND SHOES 


Arnold, M. N., Shoe Co., So. Weymouth, 


PS 000050456650 sb ose rccpeedootesinee 41 
Athletic Shoe Co., Chicago, Ill............. 49 
Bass, G. H., & Co., Wilton, Me............ 50 
Ben & Sally Theatrical Footwear, Inc., 

ME GIN 0664056bscecewcsevenwaye 51 
Blog Shoe Co., Inc., New York City....... 51 


Booth, Walter Shoe Co., Milwaukee, Wis.... 33 
Brooks Shoe Mfg. Co., Philadelphia, Pa.... 51 


Chase, W. S., & Sons, Haverhill, Mass..... 49 
Chicago Footwear Co., Chicago, Ill........ 51 
Clapp, Edwin, & Sons, Inc., East Wey- 
ere ee ee 48 
Ebberts, John, Shoe Co., Buffalo, N. Y..... 48 
Gilbert Shoe Co., Thiensville, Wis.......... 50 
Horwitz, Vincent, Co., New York City..... 49 


Hoyt, F. M., Shoe Gorp., Manchester, 
DEES Sis 0ntespesesnanss sx4skeu Front Cover 


Ideal Baby Shoe Co., Danvers, Mass....... 50 


Kendall Shoe Company, Haverhill, Mass.... 51 


Kreider, A. 8., Shoe Co., Annville, Pa..... 4 
Marathon Shoe Co., Wausau, Wis.......... 10 
Mishawaka Rubber & Woolen Mfg. Co., 
IINIEIIL, c's 4 460064 004.6% 00078 aie 
Musebeck Shoe Co., Danville, lli........... 5 
Nettleton, A. E., Syracuse, N. Y.......... 48 
Old Colony Shoe Co., Brockton, Mass...... 48 
Packard, M. A., Brockton, Mass........... 48 
Paramount Shoe Mfg. Co., St. Louis, Mo.. 43 
Pedigo-Lake Shoe Co., St. Louis, Mo....... 1 


Richards & Brennan Co., Randolph, Mass... 48 
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Spring Styles in Columbus 


CoLuMBus, OHI0O—While January 
was the month of clearance sales in 
practically all of the shoe stores and 
shoe sections in department stores, con- 
siderable attention was also given to 
early Spring modes. Clearance sales 
generally were well patronized and, it 
is believed, that odds and ends will be 
cleaned out to a large extent. 

The shoe department in the F. & R. 
Lazarus & Co. store reports black and 
brown kids the best feature during the 
early part of the year. Suedes, both in 
black and brown, also moved fairly well 
and in addition many party slippers in 
moire, satin and kid were sold. Tint- 
ing of slippers is much more prevalent 
than in any previvus season. 

First in popularity are pumps fol- 
lowed closely by ties. Straps are not 
showing much activity. Heels for 
street wear range from 15 to 17 eighths 
and are of the Continental or Boule- 
vard type. Party slippers have heels 
up to 19 eighths. 


Schiff Sales Increased in 1931 


CoLuMBUs, OHI0O—Total sales of the 
Schiff Co., which has headquarters in 
Columbus and operates a chain of 182 
retail shoe stores in 27 states and the 
District of Columbia, were $10,171,073 
during the calendar year 1931, as com- 
pared with $9,932,214 during the pre- 
vious year. This is a gain of 2.4 per 
cent, according to Robert Schiff, presi- 
dent of the company who considers it 
very satisfactory in view of the gen- 
eral financial depression. 

Sales in most of the months were in 
excess of the corresponding month of 
the previous year. One of the excep- 
tions, however, were December sales, 
which were $1,119,394, compared with 
$1,195,130 in December, 1930. ; 

Mr. Schiff reports that nine new units 
opened during the year. One addi- 
tional state, Alabama, was entered by 
establishing a store in Birminghaw- 





Complaint Dismissed 


WASHINGTON — The Federal Trade 
Commission has dismissed a complaint 


against Richards & Co., Inc., Stam- 


ford, Conn., manufacturer of imitation 
leather, and The Zapon Co., Stam- 
ford, Conn., sole seliing agent for the 
products of Richards & Co. The com- 
plaint involved use of certain designa- 
tions for the product sold. 
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Now Possible with Visible Eyelets ... 


Shoe designers, recognizing the ornamental possibilities of Visible eyelets, have 
created a variety of unique designs that are striking in their beauty and in their 
smartness. Eyelets offer that extra style touch that the better-dressed woman 
looks for in her footwear... they are novel and in perfect taste with the finest 
shoes. The development and perfection of the Invincible Fast Color Eyelet with 
its smooth, roll-back setting has made the Visible eyelet practical for decorative 
purposes ... made in colors that harmonize or contrast with 
every shade of leather or fabric. 


DIAMOND BRAND Visible FAST COLOR EYELETS 
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INVISIBLE 
MIDDLESOLE 


provides an insulation that 
prevents cold and dampness 
from coming thru to the 
foot—assures an even, com- 
fortable tread and absolute- 
ly does away with squeaks. 


INVISIBLE MIDDLESOLE | 


CO chick off these 
G&G Hidden Values 


Fist: Resists Moisture 

sEconp: Assures uniform flexibility 
Tomb: Prevents squeaks 

rourtu: Will not crawl or bunch 
rirtn: Prevents air pockets 
sixtu: Assures even wear 

sEveNTH: Adds the wear of a Middlesole 
E1GuHTH: Helps you sell more shoes 


Send for a sample can today 


A VULCO PRODUCT made by 


BECKWITH MANUFACTURING COMPANY 


STATLER BUILDING - BOSTON, MASS. 
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P CPAULDING 


Counters 









> << 
SPAULDING’S ORDINARY 
SHANK FIT COUNTER 
COUNTER Used In 
Used In This Shoe 
This Shoe Note 
Note Crooked 
Straight Backseam 
Backseam 


| SPAULDING’S Shank Fit Counters 


METHODS PATENT 


INSURE STRAIGHT BACKSEAMS 


Twisted backseams can usually be charged to the efforts of the shoe- 
maker to last ordinary counters into place. 















One of the great advantages of SPAULDING’S Shank Fit COUNTERS 
is that no such pulling and twisting is necessary for they have been moulded, 
in the making, to the exact lines of the last. 


When the shoemaker puts the “SHANK FIT” Counter in place it is a 


perfect fit. No wetting and lasting is necessary to obtain the lines of the 
last. 


Specify / 
PAULDING' / 


SHANK-FIT y 
Counters / 


yauldingHibre pany, Inc. 
NORTH ROCHESTER NEW HAMPSHIRE 
_ Boston Ofte 203°B Albany Bldg. 
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“Look at the Linings” 


LITTLE SERGEANT WELT 
NO. 2219 
Made by 


CURTIS-STEPHENS-EMBRY CO. 
READING, PA. 


who state... “All of our lined stock shoes 
carry Hamel Linings. It goes 
without saying that this would 
not be so if Hamel Lining 
Leathers did not give superior 


results.’ 
sa 


Standardization on the best obtainable materials is satisfying evidence of 
value in Curtis-Stephens-Embry footwear. It is safe to assume that all parts 
of the smart shoe illustrated above will deliver the same superlative satisfac- 
tion as the Hamel Lining Leathers which are standard equipment in all the 


stock shoes of this company. 


L. H. HAMEL LEATHER CO. 


SPECIALISTS IN LINING LEATHERS 


TANNERY AT HAVERHILL, MASSACHUSETTS 


BOSTON SALES OFFICE: 164-168 SOUTH STREET 


JOSEPH S. SALOMON 
Seiderman, Salomon Co. 
New York City 


F. DOLL & COMPANIA 
Havana, Cuba 


JOHN R. H. WARD 
Milwaukee, Wis. 


RAYMOND H. THAYER 
London, England 


WILLIAM G. BLAIN GEO. W. NEWMAN 
Philadelphia, Pa. LEATHER CO. 


Col » Ohi 
JOHN B. DAILEY & CO. a 
St. Louis, Mo. NORMAN NELSON 


t. Paul, Minn. 
JOHN T. QUINN Ht ee 
Rochester, N. Y. A. G. MOONEY, LTD. 


Ww. NEWMAN Montreal, Canada 
Cincinnati, Ohio 
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